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ABSTRACT 
CONTEXT 
It is needless to say that on account of establishment of small scale as well as large 
scale of industrial units all over the globe and production of thousands of goods 
has increased the importance of advertising in the corporate world today. 
Therefore, advertising has emerged as an indispensable tool of marketing. Hence, 
both profit and non-profit organizations are increasingly using advertising for 
furthering their objectives. In fact, advertising has witnessed a tremendous growth 
during the last few decades. The competition has become extremely intense in 
consumer and industrial goods. In the changed market scenario there is increased 
concern for the role of advertising in society and its necessity as a business and 
marketing tool. In the light of sweeping changes on the marketing front, there is a 
need to study and analyze on different facets of advertising. Advertising not only 
attracted the attention of people who are connected with business but people from 
different fields also expressed their opinion on various aspects of advertising. 
Some of their opinions go in favour of advertising and some against it. These 
opinions basically reflect their attitude towards various facets of advertising. One 
question is whether these opinions also reflect the attitudes of all people who are 
exposed to advertising in their daily lives. The present study attempts to explore 
this on a cross-cultural basis i.e. taking consumers from two different countries 
India and Iran. Therefore, the present study also tries to verify whether the general 
public shares the intellectual criticisms of advertising. The attitudes of the 
respondents have been measured on a five-point scale and further statistical 
techniques have been used to find out the significant differences, if any. among 
the Indian & Iranian respondents. 
Today advertising in the present world, is not only been used by business 
organizations but also by a large numbers of non-profit oriented organizations. 
Advertising has been a major communication tool, is highly pervasive and reaches 
to people through various mass media vehicles. In this era of consumerism and 
competition advertising has gained profound recognition and importance and has 
grown tremendously both qualitatively and quantitatively. Consumers are subject 
to considerable doses of advertising from the media plethora, influencing not only 
their purchase decisions but also their social values and thought process. Under 
such circumstances advertising has become an important subject of study among 
social thinkers, economists, anthropologists and public policy makers. Most of 
these people have made an attempt to study communication impact of advertising 
on the society and consequently raised many social issues arising due to 
advertising. 
Keeping in mind the controversial nature of advertising the present study makes 
an attempt to measure the attitudes of consumers on the different facets of 
advertising, as it was felt that the general public also might have attitudes and 
views towards advertising. 
OBJECTIVES 
Advertising being the most visible part of business in general and marketing in 
particular has been both praised and criticized by people associated with business 
and non-business fields. Many facets or dimensions of advertising are being 
discussed quite often and people hold different opinions and attitudes towards 
them. In the present study an attempt is made to measure the attitudes of 
consumers towards the different facets of advertising. 
As the present study is a cross-cultural one and where the attitudes of people from 
two different countries i.e. India and Iran are to be measured, a number of 
objectives were delineated. The primary objective of the present study is to 
measure the attitudes of Indian and Iranian consumers on the various facets of 
advertising as they experienced to it through various mass media vehicles. More 
specifically the researcher has come up with the following objectives on different 
aspects of advertising with regard to the various facets of advertising. 
As far as this study attempts to empirically investigate the attitudes of Indian and 
Iranian consumers towards different facets of advertising, the researcher has 
delineated six broad dimensions or facets of advertising. Each facet is having 
different sub dimensions or facets. Keeping this in mind, the attitudes of the 
respondents have been investigated in terms of various facets of advertising. For 
this purpose, a comprehensive attitudinal scale was developed after an exhaustive 
literature search. After an extensive literature survey, the following facets of 
advertising were considered for investigation on them. The attitudes of the 
respondents have been measured on a five-point scale. On the basis of these 
facets, the researcher later tried to empirically test the attitudes of both Indian and 
Iranian consumes. The present chapter is divided into two brand sections. Further 
statistical techniques have been used to find out the significant differences, if any, 
among the Indian & Iranian respondents. 
1. Advertising as a business tool. 
2. Advertising & information 
3. Advertising & Materialism 
4. Advertising influence on adults & children 
5. Advertising & Media 
6. Present status of Indian & Iranian advertising. 
On the basis of above dimensions or facets of advertising the researcher has made 
an attempt to analyze and compare the attitudes of Indian & Iranian respondents. 
METHODOLOGY 
The basic purpose was to ascertain the reliability and discriminative capability of 
these statements. In the development of an attitude scale researchers often use "t"-
test to ascertain the discriminative power of the statement. However, due to 
certain practical difficulties they used a less stringent method for this purpose. 
These sixty-two statements were given to six management teachers, on account of 
their theoretical and practical insight in the field. They were apprised of the 
objectives of the study. In the light of the objectives, the teachers were requested 
to carefully go through these statements and critically evaluate each statement on 
the following guidelines: 
(0 Relevance of each statement to the objectives of the study. 
(//) Discriminating ability of each statement in measuring the attitudes. 
(/;/) Avoiding duplication, in case more than one statement tried to measure the 
same thing. 
The criterion for retaining any statement for the final selection was the agreement 
of at least five experts out of six on the three guidelines i.e. relevance, 
discriminating power and duplication. Even if four members agreed and two 
disagreed on any one of the guidelines, the statement in question was discarded. In 
this way thirty-eight statements fulfilled the norms and therefore, they were finally 
included in the scale. 
In order to facilitate proper understanding of the statements (items), in addition to 
the English version of the questionnaire a Hindi translation has been done for each 
statement, contained in the questionnaire for Indian consumers. Similarly for the 
Iranian consumers the original questionnaire was translated into Persian. The back 
tradition method was used to make the Hindi and Persian translation. This was 
necessary as most of the Iranian respondents were not familiar with English or 
even if they were familiar they are not good in understanding English. Therefore 
three version of the same instrument (questionnaire) were prepared to get the 
accurate and honest responses from Indian and Iranian consumers who do not 
have good understanding of English. 
After the questionnaire was developed, the next research dimension was to 
administer it to a representative sample of the population from both the countries 
i.e. India and Iran. As it was difficult to administer the questionnaire on the entire 
national populations of both the countries, therefore, it was decided to select two 
cities from India and Iran each. Thus four cities were selected for administering 
the questionnaire-two from each country. The selections of cities from both 
countries were largely based on the convenience and easy approach by the 
researcher. The procedure of selecting the sample from these four cities is given 
below. 
After collecting the data from the questionnaire on consumer's attitudes towards 
various facets of advertising the next step was to analyze the raw data. As the data 
were on a likert type scale it was decided to convert the raw data into the tables 
and mean scores of groups of respondents were calculated for each statement on 
each dimensions. For the purpose of analysis, the data were arranged country wise 
on the six facets of advertising. First the analysis was carried out with respect to 
the respondent of each country with respect to male and female category and then 
the comparison was done with respect to Indian and Iranian respondents. In order 
to make the comparison meaningful two samples were compared from each 
country as well as between the two countries. In order to find out any significant 
differences between the two samples, the researcher use a "t-test" as list of 
significance. The results and analyses are discussed in detail in the analysis 
chapter. 
The present study describes the summery of results on the following facets of 
advertising: 
1) Advertising as a business tool 
2) Advertising and information 
3) Advertising and materialism 
4) Advertising influences on adults and children 
5) Advertising and media 
6) Status of Indian and Iranian advertising 
The summar>' of results follows the following pattern: 
1) Indian male versus Indian female respondents. 
2) Iranian male versus Iranian female respondents. 
3) Indian male versus Iranian male respondents 
4) Indian female versus Iranian female respondents. 
5) Indian respondents versus Iranian respondents. 
ANALYSIS OF DATA 
On the basis of this pattern of analysis the researcher prepared 30 tables (5 tables 
for each facets/dimension and analyzed them in this study. The main findings of 
the study are given in 6 tables for each facet of advertising. 
Table 5.1.Attitudes Towards Advertising as Business Tool: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
1 Advertising contributes very importantly to 1 Q7 * S l l " 6 34 * 
India's/Iran's industrial prosperity 
2 The Indian/Iranian public would be better of 2 •» 
without advertising 
3 Advertising is O.K. for new products but for 
established products it is a waste of 
consumer's money 
4 I wish there were more advertising than ^ ^» 7 47 •» 
there exists now 
5 Advertising is the most powerful tool in the 
hands of business companies to sell their 
products 
6 There is no need for stringent laws by the 
government in regulating advertising. 
However, the advertisers should device code 
of conduct for themselves based on ethical 
norms 
7 Large companies do not allow other smaller ^ ^^ a 
companies to grow or survive in the market 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.1) the researcher is able to come out with the following 
results: 
> Between Indian male and female respondents, statistically significant 
difference has found in case of statement number 7, which "says that large 
companies do not allow other smaller companies to grow or survive in the 
market". 
> No statistically significant differences were found on any statement 
between Iranian male and female respondents. 
> Statistically significant differences were found between Indian and Iranian 
male respondents on two statements i.e., "advertising contributes very 
importantly to India's/Iran's industrial prosperity" and "I wish there were 
more advertising than there exists now". 
> Between Indian and Iranian female respondents statistically significant 
differences were found on statement number 1, only. 
> Statistically significant differences were found on three statements i.e. 1,2 
and 4. 
Table 5.2.Attitttdes Towards Advertising and Information: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
1 Advertising merely increases the prices 
of the products which people have to T m i> ^ ^T » i TO » 
pay without giving them any usenil 
information. 
2 Advertising does not inform the public 
and is not worth its cost 
3 Majority of advertisements today give ^ ^Q b ? lo •» 
false or misleading information. 
4 Advertising helps people in learning 
about the different product 
characteristics and this enables them to 3.06* 3.26* 
choose the right brand with right 
quality. 
5 Often advertisements give incomplete 
information, half-truths, and are 
deceptive in nature. 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.2) the researcher is able to come out with the following 
results: 
> Between Indian male and female respondents the only statistically 
significant differences came in case of statement number 3. which says 
that majority of advertisements today give false or misleading information. 
> Between Iranian male and female respondents we cannot find any 
statistically significant differences. We can easily conclude that in all the 
cases in this category one may find insignificant differences. 
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> The statistically significant differences were found between Indian and 
Iranian male respondents on two statements i.e., "Advertising merely 
increases the prices of the products which people have to pay without 
giving them any useful information." and "Advertising helps people in 
learning about the different product characteristics and this enables them to 
choose the right brand with right quality". 
> Between Indian and Iranian female respondents statistically significant 
difference were found on statement number 1 only. 
> Statistically significant differences were found on three statements i.e. 1, 3 
and 4. 
Table 53.Attitudes Towards Advertising and Materialism: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
1 Advertising persuades people to buy products 
and services that they should not buy. 
2 Advertising encourages people to work hard so 
that they can afford to purchase more and more 3.64* 3.48 
goods and thus enjoy the life. 
3 For too many people advertisements create ? 4Q •» q ? i » "i R^  • 7 T.fi 
needs but do not fulfill them perfectly. 
4 Advertising creates desires and wants among 
those who are exposed to it. 
5 Advertising encourages gross materialism 10.44 * 3.80 * 8.05 " 
6 Advertising is one of the major causes of 
inflation in the world in general and India I^ran 9.27 * 7.10' 10.37 
in particular. 
7.38* 5.11" 9.12* 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.3) the researcher is able to come out with the following 
results: 
> Between Indian male and female respondents, the differences were not 
found to be statistically significant in all the statements. 
> There is a statistically significant difference in statement number 3, which 
says "for too many people advertisements create needs but do not fulfill 
them perfectly" 
> Statistically significant differences were found between Indian and Iranian 
male respondents on statements number 2, 3,4, 5 and 6. 
> Between Indian and Iranian female respondents statistically significant 
differences were found on statements 3,4, 5 and 6. 
> Statistically significant differences were found among five statements i.e., 
2, 3,4, 5 and 6. 
5.4.Attitude$ Towards Advertising Influences on Adults and Children: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
7.3 • 4.95* 8.82' 
People do read/see/hear the advertisements, i S9 * 4 07 * 
but generally they do not influence them. 
Generally, there is a tendency on the part of 
the people not to believe what is said in most 3.21 * 4.48 * 5.17* 
of the advertisements. 
In general, advertisements are basically 
created to persuade people to purchase 
goods and services but it also insults their 
intelligence in a subtle way. 
Today, advertising does not appeal to reason 
but to emotions and tries to sell the products /- A-^* ^ 'MI* 
J • * *i. u 1 •*• 6.42 6.26 
and services to the consumers by exploitmg 
them emotionally. 
On moral grounds advertisements are 
harmftil. They breed vulgarity, h>pothesize 5.39* 3.34* 6.31* 
the imagination and the will of the people. 
Advertising creates negative impact on the 
minds of the children. 
Today, advertising has invaded on the 
judgment of and influences them in such a 
way that the parents are helpless in yielding 
to their demands. 
5.25* 2.43" 5.69* 
a= Significant at 1% Level 
b = Signitlcant at 5% Level 
By perusing table (5.4) the researcher is able to come out with the following 
results: 
> No statistically significant differences were found between Indian male 
and female respondents. 
> Between Iranian male and female respondents, we cannot find any 
statistically significant differences. We can easily conclude that in all the 
cases in this category one may find insignificant differences. 
> Statistically significant differences were found between Indian and Iranian 
male respondents on statements number 1,2, 3,4, 5 and 6. 
> Between Indian and Iranian female respondents statistically significant 
differences were found on statements number 2,3,5 and 6. 
> Statistically significant differences were found on the first six statements 
i.e. 1,2,3,4,5 and 6. 
5.5. Attitudes Towards Advertising and Media: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
1 Advertising helps media (newspapers, 
magazines, TV, etc.) to become self S8i» i 8 » fiQ7' 
suflBcient, autonomous and makes them fi-ee 
from undesirable political influence. 
2 On account of advertising tiie prices of 
newspapers and tm^azines are low and 4 7 4 * 7 4 0 ' ' ^->* 
therefore, people can afford to purchase 
them. 
3 On account of advertising on TV the quality 
of TV programmes has improved 4.53 " 3.53 * 5.75 * 
substantially. 
4 Today, the advertising is too pervasive on all /; 4/;» 4 1 ^ » 7 A^ • 
major media and one caimot escape fi'om it. 
5 Big advertisers on account of their heavy 
spending capacity are able to control the 6.81 * 4.12* 7.96 * 
mass media. 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.5) the researcher is able to come out with the following 
results: 
> Between Indian male and female respondents no statistically significant 
differences were found on any statement 
> No statistically significant differences were found on any statement 
between Iranian male and female respondents. 
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> Statistically significant differences were found between Indian and Iranian 
male respondents on all the statements. 
> Between Indian and Iranian female respondents statistically significant 
differences were found on statements 1,2,3.4 and 5. 
> Between Indian and Iranian respondents the statistically significant 
differences were found on all the statements. 
Table 5.6.Nature and Status of Indian and Iranian Advertising: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
1 Majority of advertisements to which people '^QR* ^04* 6 61* 
are exposed to are of poor taste. 
2 Majority of advertisements to which people ^ R I * 4 S S * ROd* 
are exposed to are uninteresting in nature. 
3 Majority of advertisements to which people 
are exposed to are irritating in nature. 
4 People, generally enjoy reading or viewing ^ ^ ^  , ^ ^^ , ^ ^^ , 
the advertisements on the mass media. 
5 The quality ofadvertising in major media 
has been improved in U^ e recent years 2.68*' 3.82* 6.43* 6.63* 
because it is now prepared by professionals. 
6 Advertising is like a mirror, h reflects the 
existing cultural and moral values of the 
society. 
7 Advertisements for certain types of 
products should be baimed on the mass 2 ** 
media. 
8 The quality of Indian/Iranian 
advertisements is at par with the quality of 
advertisements of any foreign country 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.6) the researcher is able to come out with the following 
results: 
^ Between Indian male and female respondents the only statistically 
significant ditlcrence came in case of statement number 5. which state, 
''The quality ofadvertising in major media has been improved in the recent 
years because it is now prepared by professionals". 
n 
> No statistically significant differences were found on any statements 
between Iranian male and female respondents. 
> Statistically significant differences were found between Indian and Iranian 
male respondents on four statements i.e. 1, 2,4, and 5. 
> Between Indian and Iranian female respondents statistically significant 
differences were found on statements 1, 2,4 and 5. 
> Statistically significant differences were found on five statements i.e. 1, 2, 
4, 5 and 7. 
CONCLUSION 
The main purpose of the present study was to find out the attitudes of people from 
two countries i.e. viz. India and Iran on the different facets of advertising. As 
mentioned in chapter-II advertising has been both praised and criticized by people 
belonging to different disciplines and professions, but it was not known whether 
consumers in general hold the similar views about it. Carrying this type of study 
will enable the industry to measure the pulse of the general consumers from time 
to time. Knowledge of these in different segments of society will help the industry 
and advertising agencies in the development of creative strategy and media 
planning for targeting specific groups. At the same time, the practice of 
advertising should be improved and its credibility has to be enhanced among its 
recipients. 
Finally, this research has tried to demonstrate that there are some people who 
always think the positive consequence of advertising and at the same time there 
may be others who think negatively the consequences of advertising should be 
improved and its credibility has to be enhanced among its recipients. But there 
seems to be general agreement on advertising's role in encouraging materialism, 
erosion of values, promoting false and misleading advertisements, depicting 
women as sex objects and in stereotypical roles and finally influencing the tender 
minds of children. 
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FUTURE DIRECTIONS OF RESEARCH 
Present study is a modest attempt to measure attitudes of people belonging to 
India and Iran on various facets of advertising. In this study the sample was drawn 
from two cities of India and Iran. In future this type of study may be carried out in 
more depth. There is a further scope in canying out this type of study in the 
following manner. 
(a) Within the Country 
1. Attitudes towards various facets of advertising may be measured taking into 
account the geographic differences in both countries. 
2. Attitudes towards various facets of advertising may be measured among 
different professional groups in both countries. 
3. Attitudes towards various facets of advertising may be measured among 
different income groups in both countries. 
(b) Between the Countries 
1. Attitudes towards various facets of advertising may be measured taking into 
account the geographic differences among different countries. 
2. Attitudes towards various facets of advertising may be measured taking into 
account professional groups among different countries. 
3. Attitudes towards various facets of advertising may be measured among 
different income groups among different countries 
As advertising has become an institution in itself and the effectiveness of it has 
long-run implications in the corporate and non-profit oriented organisations, the 
perceptions and the attitudes have to be measured in future researches, keeping in 
mind the suggestion given in this section. 
The last part of the thesis contains bibliography and at the e^nd in the appendices 
the research instrument i.e.questionnare in English, Hindi, Persian and a sample 
of "C test calculation is attached. 
January 10,2006 Farzaneh Yarahmadi 
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PREFACE 
Advertising in the present world, is not only been used by business organizations 
but also by a large numbers of non-profit oriented organizations. Advertising has 
been a major communication tool, is highly pervasive and reaches to people 
through various mass media vehicles. Advertising influences everyone like other 
institutions in the society, such as schools, marriage and religion. It is needless to 
say that advertising in this era of modernity has gained profound recognition and 
importance all over the world as an indispensable business tool. On account of its 
role in the business, advertising has grown tremendously both qualitatively and 
quantitatively. Today advertising is omnipresent if not omnipotent. Consumers are 
exposed to substantial doses of advertising from plethora of media. Because of 
this exposure every one seems to hold on opinion about various aspects of 
advertising ranging from negative to positive opinion. Advertising is not only the 
subject of study for practitioners, but also of economists, social thinkers, 
anthropologists and public policy makers. Most of these people have made an 
attempt to study communication impact of advertising on the society and 
consequently raised many social issues arising due to advertising. 
Advertising has been both praised and criticized since quite long time, therefore, 
there are two schools of thought, in this respect .The first school belongs to 
business people including managers, who argue that advertising helps the business 
by providing the relevant information and by persuading the consumers, thus it 
helps the business to flourish. This group feels that advertising is a marketing tool 
and therefore it should be used to promote the products and services. The 
protagonists of advertising claim that by informing prospective and current 
consumers about the various products and services, it helps them to take wise 
purchase decisions. On the other hand those who criticize advertising, which 
include mostly non business people such as economists, historians, sociologists, 
public policy makers and politicians, think that advertising creates an adverse 
influence on the people, particularly in terms of its social and economic impact. 
Keeping in mind the controversial nature of advertising the present study makes 
an attempt to measure the attitudes of people on the different facets of advertising. 
Present study is basically a cross-cultural one. To measure the attitudes samples 
were drawn from India and Iran. Further, each sample was divided on the basis of 
gender. The entire thesis has been divided into five chapters. 
The first chapter. Introduction, is divided into four sections. The first section deals 
with the general role advertising plays in the business. This section looks at the 
various aspects of advertising and its role in helping the business in general and in 
developing the marketing strategies in particular. The second section deals with 
the role of advertising in the development of various marketing strategies. Here an 
attempt has been made to cover the influence of advertising on various marketing 
components. The third section deeds with the criticisms levelled against 
advertising from various quarters, and discuss as various issues of advertising 
related to its regulations, competitiveness, ethical and social issues. Last section 
attempts to come out with the rationale and of the present study the statement of 
the research problem. 
The chapter II "Measurement of Attitudes towards Facets of Advertising: a 
Literature Survey" attempts to describe the studies carried out in measuring the 
attitudes of people who are exposed to advertising in their daily life through 
different media and also facets that have been studied. The attitude will be 
measured with respect to the various facets of advertising. As stated in the 
previous chapter, advertising is both praised and as well as criticized by various 
types of people. Therefore it was thought to measure the attitude of those people 
who are exposed to advertising. The purpose is to find out whether consumers 
exhibit the same attitude as that of experts with regard to various facets of 
advertising. A number of studies have been conducted to measure the attitudes of 
people towards advertising. In the majority of attitude towards advertising studies, 
survey research has been used to assess opinions about the institution of 
advertising systematically (i.e., attitude toward advertising in general), as well as 
attitudes about specific economic, social, and personal functions of advertising. In 
this chapter a comprehensive literature survey has been carried out and then on the 
basis of literature survey a number of facets of advertising has been identified. 
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After an extensive literature survey the researcher has delineated six broad 
dimensions or facets of advertising. Each facet is having different sub dimensions 
or facets. On the basis of these facets, the researcher later tried to empirically test 
the attitudes of both bidian and Iranian consumes. This chapter was divided into 
two sections. The first section deals with the six dimensions/facets of advertising 
and the literature available on them. The second section highlighted the 
importance of attitudes in marketing in general and advertising in particular. 
The third chapter discussed the methodology used in conducting the present study. 
This chapter was divided into six sections. The first section delineated the 
objectives in specific manner. In the second section the hypotheses of the present 
study were formulated in consonance with the objectives. The third section 
discussed the process of development of the research instrument i.e. the attitudinal 
questionnaire encompassing the various dimensions of the study. An attempt has 
been made to develop the research instrument in a maimer, which may able to 
measure the phenomenon under study in a reasonably accurate way. Next section 
described the sampling process. In this section both the method of sample 
selection and the method of administration of the research instrument were 
discussed. Section fifth described the procedure adopted for analysing the data 
after the data were gathered through questionnaire. The last section discussed the 
limitations of the present study. 
The chapter IV, the crux of the study, deals with the analysis and interpretation of 
the data collected on the various facets of advertising. As this study is of 
comparative nature, the attitudes of both Indian and Iranian people were measured 
and compared for significance differences, if any on the dimensions of each facet 
of advertising. The six facets of advertising on which attitudes of Indian and 
Iranian respondents measured were: 
> Advertising as a business tool 
> Advertising and information 
> Advertising and materialism 
> Advertising influences on adults and children 
> Advertising and media 
ui 
> Status of Indian and Iranian advertising 
On the above six facets the attitudes were measured for the various statements 
related to each facet. The respondents from both the countries were to provide 
their degree of agreement or disagreement on each statement on the five-point 
rating scale. On the basis of their responses the mean score were calculated 
keeping in mind the positive or negative connotation of each statement. At one 
time the mean scores of two groups of respondents were compared and to find out 
the differences in attitudes of two groups of respondents 't' test was applied. 
The scheme of analysis and interpretation for each facet of advertising has been 
carried out in the following manner: 
a) Comparison of attitudes of Indian male versus Indian female respondents 
b) Comparison of attitudes of Iranian male versus Iranian female respondents 
c) Comparison of Indian male versus Iranian male respondents 
d) Comparison of Indian female versus Iranian female respondents 
e) Comparison of Indian respondents versus Iranian respondents 
The last chapter "Discussion and Conclusion" tried to discuss the findings and 
drew conclusions on the results discussed in the previous chapter. Finally, the 
researcher made an attempt to come out with some recommendations, which may 
be helpfiil to the advertisers belonging to India and Iran. 
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IX 
CHAPTER-I 
ROLE OF ADVERTISING: AN OVERVIEW 
l.I. INTRODUCTION: 
Advertising in the present world, is not only been used by business organizations 
but also by a large numbers of non-profit oriented organizations. Advertising has 
been a major communication tool, is h i ^ y pervasive and reaches to people 
through various mass media vehicles. Advertising influences everyone, like other 
important institutions in the society, such as schools, marriage and religion. Hence 
advertising has become an institution in itself. It is needless to say that advertising 
in this era of modernity has gained profound recognition and importance all over 
the world as an indispensable tool of business. On account of its role in the 
business, advertising has grown tremendously both qualitatively and 
quantitatively. Today advertising is omni present if not omni potent. Consumers 
are confix>nted with substantial daily doses of advertisir^ in multiple media. Every 
one seems to hold on opinion about various aspects of advertising ranging from 
negative to positive opinion. Advertising is not only the subject study of business 
practitioners, but also of economists, social thinkers, and anthropologists and 
public policy makers (Poolay 1986). Most of these people have made an attempt 
to study communication impact of advertising on the society and consequently 
raised many social issues arising due to advertising. 
Advertising has been both praised eaad criticized since quite long time therefore 
there are two schools of thought, in this respect. The first school belongs to 
business people including managers, who argue that advertising helps the business 
by providing the relevant information and by persuading the consimiers, thus it 
helps the business to flourish. This ^oup feels that advertising is a marketing tool 
and therefore it should be used to promote the products and services. The 
protagonists of advertising claim that by informing prospective and current 
consumers about the various products and services, it helps them to take wise 
purchase decisions. On the other hand those who criticize advertising, which 
include mostly non business people such as economists, historians, sociologists, 
public policy makers and politicians, think that advertising creates an adverse 
influence on the people, particularly in terms of its social and economic impact 
(Poolay 1986). 
Keeping in mind the controversial nature of advertising the present chapter makes 
an attempt to discuss the different roles - both positive and negative- advertising 
plays in the society in general and in the business in particular. This chapter is 
divided to four sections. The first section deals with the general role advertising 
plays in the business. This section looks at the various aspects of advertising and 
its role in helping the business in general and in developing the marketing 
strategies in particular. The second section deals with the role of advertising in the 
development of various marketing strategies. Here an attempt has been made to 
cover the influence of advertising on various marketing components. The third 
section deals with the criticisms leveled against advertising from various quarters, 
and discuss as various issues of advertising related to its regulations, 
competitiveness, ethical and social issues. Last section attempts to come out with 
the rationale and of the present study the statement of the research problem. 
1 J!. ROLE OF ADVERTISING IN BUSINESS: 
Of all the business and marketing activities advertising is the most visible and 
well known. There is no denying the fact that advertising plays an important role 
in the promotion of various products and services. Albert Lasker, who is generally 
regarded as the father of modem advertising defined it as "salesmanship in print, 
driven by a reason, why" (McDonough 1993). However, today advertising is 
carried out through different media and not confined only to the print media. In 
order to encompass the various dimensions of advertising the definition given by 
Arens (1996) is suitable for our purpose. According to this definition, "advertising 
is the non-personal communication usually paid for and usually persuasive in 
nature about products (goods and services) or ideas by identified sponsor through 
various media. From this definition we can say that advertising is directed to 
groups of people rather than to individuals and is therefore non-personal. These 
groups might be consumers, such as people who buy products for their personal 
use or they might be the business people who buy various products and services to 
run their business. Secondly, most advertising is paid for by the sponsors. Here 
sponsors are the organizations or institutions who are behind the advertising. 
Thirdly, advertising is intended to be persuasive i.e., to convince people to 
purchase a product, service or idea. Some advertisements such as legal 
announcements are intended merely to inform not to persuade it. 
Besides, promoting tangible goods, advertising also helps in promoting intangible 
services and advocates a wide variety of ideas. Advertising reaches the people 
through a channel of communication called media In addition to the traditional 
mass media, advertising also uses some other media such as direct mail, 
brochures, shopping cards and videocassettes etc. With the advent of Internet 
today advertisers are increasingly promoting their products and services on it. 
Online advertising is gaining popularity day by day. 
Proponents of advertising argue that it is the life-blood of business-it provides 
consumers with information about products and services and encourages them to 
improve their standard of living. They argue that advertising creates jobs and 
helps new firms enter the marketplace (Belch and Belch 2000). 
People who use advertising for promoting their products and services know that 
advertising performs several fiinctions. and its effects are profound. One of the 
foremost functions of advertising is to make a brand unique in the minds of the 
consumers and differentiate the brand from other available brands. Some of the 
important functions of advertising are: 
1. To identify products and differentiate them from others. 
2. To communicate information about the products, it's features and its location 
of sale. 
3. To induce consumers to try new products and to suggest its reuse. 
4. To stimulate the distribution of a products. 
5. To increase products use. 
6. To build value, brand preference, and loyalty. 
7. To lower the overall cost of sales. 
1.21. The Economic Role of Advertising: 
People who use advertising for promoting their products and services claim that it 
creates positive economic impact, on the society. It is to be noted that the level of 
advertising investment in a country is directly proportional to its standard of 
living. Developed countries spend more percent of their Gross Domestic Product 
(GDP) on advertising than less developed countries. The moment a company 
begins to advertise a chain reaction of economic events take place. Some of the 
common economic effects of advertising are discussed in the following pages. 
=> Effect of advertising on the value of products: It is argued that 
advertising can add value to brand in the consumer's mind. However some people 
do not agree with this statement. (Ditcher 1964) was of the opinion that a 
product's image, produced partially by advertising and promotion, is an inherent 
feature of a product itself. Subsequent studies showed that while an advertisement 
may not speak directly about a product's quality, the positive image conveyed by 
advertising may imply quality, make the product more desirable to the consumer, 
and thereby add value to the product (Kihlstrom and Riordan 1984). Advertising 
also creates added value by educating customers about new uses of a products. 
=> Advertising effect on prices: This is a debatable issue i.e. whether 
advertising increases the cost of the products or not. Some people are of the 
opinion that advertising on account of high media cost increases the price of the 
products. However, many other hold the opinion that advertising on account of its 
persuasive qualities creates a positive impact on the overall demand of the 
advertised product. This increased demand leads to economies of scale in the 
production. As a result of this, the average cost of production goes down. 
Ultimately, the companies may reduce the prices of their products and services. 
Thus, one can say that advertising indirectly helps the companies in reducing the 
prices of their products and services. However, the relationship between 
advertising and prices has not been proved empirically 
=> Effect of advertising on competition: One opinion is that small 
companies because of their limited resources are not able to compete with the 
large companies on account of their heavy advertising and eventually go out of 
business. They think advertising restricts smaller companies to compete 
effectively with the large companies because of their financial clout, which is 
manifested in their heavy spending on advertising. This may be true in some 
cases, but not in all. Intense competition tends to reduce the number of businesses 
in an industry. However, the firms eliminated by competition may be those who 
did not satisfy the consimiers effectively. In many cases, advertising by big 
companies has only a limited effect on small businesses because no advertiser is 
large enough to dominate the entire industry. It is a well-known fact that regional 
companies compete very successfully with national companies on regional and 
local level. However, sometimes it may happen that in industries characterized by 
heavy advertising expenditures, advertising does inhibit the entry of new 
competitors (Arens 1996). 
=> Advertising effect on demand: The effect of advertising on consumer's 
demand is important and studies have shown that advertising activity does affect 
aggregate consumption, but there is no agreement as far as the extent of this effect 
is concerned (Arens 1996). Many social and economic forces including 
technological advances, increase in the population and income, changes in the 
lifestyle £ind people's educational level are some of the other factors, which 
influence the aggregate demand in addition to the advertising. It is to be noted that 
when those conditions are favorable advertising plays a positive role in the 
increase of consumption of certain products. At the same time, advertising will not 
be able to reverse sales decline for those products, which are facing unfavorable 
market conditions. 
Advertising can also help get new products accepted in the market by 
stimulating the demand for the product class in which the new product falls. But 
in declining markets, advertising can only slow the rate of declme. 
=> Advertising effect on business cycle: The relationship between 
advertising and grass domestic product (GDP) has long been debated. Galbraith 
(1988), a perennial critic of advertising, concedes that, by helping to maintain the 
flow of consumer demand, advertising helps sustain employment and income. It is 
a common practice when business cycles dip, companies cut advertising 
expenditures. That may help immediate short-term profits, but studies prove that 
businesses that continue to invest in advertising during a recession period are 
better able to protect, and sometimes build market shares (Giacomotti 1994). 
However, no study has shown that if all companies keep advertising, the 
recessionary cycle will turn around (Arens 1996). From this one may conclude 
that when business cycles are up, advertising contributes to the increase. When 
business cycles are down, advertising may act as a stabilizing force or tries to stop 
the downtrend. 
=> Advertising efTect on consumer choice: Marketers who want to beat the 
competition, the best way is to make their products different and they have to 
create a imique position for their products and services vis-a-vis their competitors. 
This positioning is possible only through effective advertising. The freedom to 
advertise encourages businesses to create new brand and improve old ones. 
From the above discussion it is clear that advertising does influence business, 
sometimes this influence is marginal and sometimes it is substantial. In a nutshell 
advertising adds value to the products, influences prices, creates positive impact 
on competition, consumer demands, consumer choice and business cycle. 
13. ROLE OF ADVERTISING IN DIFFERENT COMPONENTS OF 
MARKETING: 
As stated earlier advertising happens to be most visible, glamorous and elaborate 
of all the promotional tools used in the marketing of products and services by the 
companies. Advertising being an integral part of our social and economic systems 
has evolved into a vital communication system for both consumers and the 
businesses. The ability of advertising to deliver carefully prepared messages to 
target audiences has given them a major role in the mariceting programs of most 
organizations. Companies ranging from large multinational corporations to small 
retailers increasingly rely on advertising and other promotional tools to help 
marketing their products and services. In market-based economies, consumers 
have learned to rely on advertising and other forms of promotion for information 
they can use in making purchase decisions. 
Because of the increasing importance of advertising there has been a tremendous 
growth in expenditures of advertising through out the world. By 1996 the US has 
spent nearly $ 174 Billion on advertising alone (Beatty 1995). Advertising 
expenditure in international markets has also grown as well. Advertising expenses 
outside the United State increased from $55 Billion in 1980 to nearly $220 Billion 
Dollars by 1996 (Cohen 1996). This tremendous growth in expenditure on 
advertising reflects that the companies all over the world consider it a very 
important marketing tool. 
Keeping in mind the significant role played by advertising an attempt is made here 
to highlight its role in the various elements of marketing program (mix). In the 
following the researcher will consider each area of the marketing mix and see how 
advertising play a positive and supportive role. In addition the role of advertising 
in the development of various marketing strategies will also be discussed. 
131. Advertising and Product Management: 
Perhaps the most obvious effect of advertising is on product management in the 
marketing mix. Product Management is probably the area in which a company 
tries to build brands on a long-term basis. Advertising would at a significant 
competitive disadvantage without effective communication provide a brand. 
Specifically, advertising affects the brand management area in four important 
ways. These are: 
•=> Information and Persuasion: This is a fundamental role played by 
advertising in the marketing mix. and it relates most directly to managing the 
brand. Consumers learn about the brand's features and benefits through the 
communications transmitted primarily by advertising and other promotional tools. 
No other variable in the marketing mix is designed to accomplish this 
communication. 
•=> Introduction of new brand and brand extensions: Advertising is 
necessary when companies introduce a new brand or extensions of existing 
brands. When new brands or brand extensions are brought to the market, 
advertising is primarily responsible for attracting attention to the new market 
offering. It is also the role of advertising to communicate to the prospective 
consumers, the values of a new brand or the features a brand extension has to 
offer, typically through advertising. 
'=> Building and maintaining the brand loyalty among consumers: 
Loyalty to a brand is one of the most important assets a firm can have. Brand 
loyalty is the consumer's conscious or unconscious decision expressed through 
intension or behavior to repurchase a brand continually (Peter and Olson 1990). It 
occurs because consumer perceives that a brand offers the right product features, 
image, quality or relationship at a right price. While the product itself is the most 
important influence on building and maintaining brand loyalty, advertising plays a 
key role in the process as well. Advertising reminds consumers of the values-
tangible and intangible-of the brand and thus tries to reinforce brand loyalty and 
maintain market share (McDonald 1993). When a firm is able to create and 
maintains positive associations with the brand in the mind of the consumers, the 
firm has increased brand loyalty and developed brand equity (Keller 2004). 
•=> Advertising and pricing decisions: - Consumers look beyond the product 
and it's features in making their product choices. They balance the price of the 
brands against those features. Advertising affects at the consumer level by 
offering an image that is commensurate with the price of the product. For example 
if the product is of high price the advertising may project an image of high quality, 
high reliability and associate the brand with those people who want exclusive 
products. In the similar way advertising may associate low price with economy 
and affordability. 
•=> Advertising and distribution: - The affect of advertising on the 
distribution variable of the marketing mix has mainly to do with securing 
distribution at the trade level. In this context a company may use trade advertising 
to creates enthusiasm among wholesalers and retailers and motivate them to 
purchase its products for resale to their customers. Trade advertising usually 
appears in journals that serve the particular industry. 
1J2. Advertising and Market Segmentation, Differentiation, and Positioning: 
The second important market strategy that is affected by advertising activities has 
to do with some of the most basic brand strategies are market segmentation, 
product differentiation, and positioning. Advertising plays an important role in 
helping a firm effectively execute these marketing strategies. Advertising can be 
used to help differentiate a brand from competition by highlighting a distinctive 
brand feature in the minds of the consumers. The creation of this differentiation 
can be done through effective advertising. Product differentiation is one of the 
most critical of all marketing strategies. If a firm's brand is not perceived as 
distinctive and attractive by consumers, consumers will have no reason to choose 
the advertised brand over one from the competition or to pay higher prices for the 
"better brand". Advertising is the key to creating a difference, in the mind of the 
consumer, between a company's brand and its competitor's brands. An 
advertisement highlights a brand feature that is distinctive or it may create the 
difference with imagery and deep meaning for a brand (Trout 1999). 
1.4. ADVERTISING REGULATION, SOCIAL AND ETHICAL ISSUES: 
In the previous three sections, the role of advertising in the business, in general 
and the economic role of advertising, and its contribution in towards various 
components of marketing in particular have been discussed. Primarily this section 
deals with the various criticisms leveled against advertising. Most of the criticism 
of advertising comes from those who focused on advertising's social role, 
whereas, most of its defense comes from those who emphasize its economic 
fimction, summarizing the negative consequence of advertising, UNSCO report 
concludes as follows (Singh and Gross, 1981): 
"Regarded as a form of communication, it (advertising) has been criticized 
for playing on emotions through stereotypes, exploiting anxieties, and 
employing techniques of Intensive persuasion that amount to manipulation. 
Many social critics have stated that advertising is essentially concerned with 
exalting the materialistic virtues of consumption by exploiting achievement 
drives and emulative anxieties, employing tact of hidden manipulation, 
playing on emotions, maximizing appeal and minimizing information. 
trivializing , eliminating objective considerations, contriving illogical 
situations, and generally reducing men, women and children to the role of 
irrational consumers. Criticism expressed in such a way may be overstated 
but can not be entirely brushed aside". 
Before discussing various criticisms leveled against advertising, different aspects 
relating to the advertising regulation will be delineated in the following. 
1.41. Advertising Regulation: 
Advertising has the responsibility within an economic system to provide 
information on new or existing products and services. Most of what is purchased 
is advertised. Thus the economic health of both buyers and competitors is affected 
if the advertising system is injected with false or misleading claims. Therefore in 
order to have healthy advertising there is a need for its regulation. Some people in 
the business believe that the role of the govenmient in this regard should be 
minimum and consider that business should be left alone to regulate itself through 
self-regulation. Others who believe government has a role to play tend to want 
more regulation through certain regulatory authorities. 
Self Regulation:- can be practiced by the advertising agencies. It may emanate 
from different segments of the advertising industry, including individual 
advertisers, advertising agencies, advertising associations, and the media. The 
self-regulation has been seen by the advertisers as a way to limit government 
interference, which they believe results in more stringent and troublesome 
regulations. Self-regulation begins with the interaction of clients and agencies 
when the creative ideas are generated and submitted for consideration. Most 
companies have specific guidelines, standards, and policies to which their 
advertisements must adhere. Frequently, companies also review their advertising 
to be sure that any claims made should be reasonable and believable and does not 
mislead consumers. Advertising messages are usually examined by the company's 
legal expert to avoid future legal problems. Self-regulation also comes from 
advertising agencies. These agencies have their own standard regarding the type 
of advertising, they either want or are willing to produce, and they try to avoid 
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advertising that might be offensive or misleading. Agencies are responsible for 
any product claims made by the advertisers and for ensuring that adequate 
documentation or substantiation is available. This is important because many 
times agencies can be held legally responsible for fraudulent or deceptive 
advertising claims. Many advertising agencies also employ legal experts who 
review the advertisings messages for potential legal problems before they are 
actually placed in the media.. 
Much trade association, like advertisers and agencies, practices another type of 
self-regulation. Many industries have also developed self-regulatory mechanisms 
particularly for those products whose advertising is prone to controversy, such as 
liquor and alcoholic beverages, drugs and various products marketed to children. 
Many trade and industry associations develof)ed their advertisement guidelines or 
codes that member companies are expected to abide by. Although industry 
associations are concerned with the impact and consequences of member's 
advertisements, they have no legal way to enforce their guidelines; they can only 
rely and bear pressure from members to get advertisers to comply. 
Another type of self-regulation may come from advertising associations. Many 
groups in the advertising industry also favor self-regulation. They monitor and 
police industry wide advertising practices. These Advertising associations 
establish standards of practice and own creative codes. They also issue guidelines 
for specifics type of advertising. These associations have developed their own 
standards for truthful and responsible advertising and are involved in advertising 
legislation and actively influence agencies to abide by their codes and principles. 
The media are another important self-regulation mechanism in advertising 
industry. Most media maintained some forms of advertisement review process and 
they may reject any of advertisement, which they consider objectionable or 
deceptive in nature. 
These major participants in advertising process i.e., advertisers, agencies, 
associations, and the media-work individually and collectively to encourage 
truthful, ethical, and responsible advertising. Many view self-regulation as an 
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effective mechanism for controlling advertising abuses and avoiding the use of 
offensive, misleading, or deceptive practices. The purpose of such regulation by 
these organizations is to evaluate the content and quality of advertising .The 
success of this self-regulation depends to a great extent on the co-operation of 
members and the policing of mechanism used. 
There are however limitations to self-regulation. One criticism is that it takes a 
longer period to resolve a complaint (Colford 1989). Some critics believe that 
self-regulation is self-serving to the advertisers and advertising industry and lacks 
the power or authority to be a viable alternative to government regulations. Still 
many believe that advertising should not be controlled solely by self-regulation. 
They argue that regulation by government agencies is necessary to ensure that 
consumers get accurate information and are not misled or deceived. 
1.42. Criticisms of Advertising: 
The advertisers before resorting to advertising for promoting their products and 
services they must keep in mind the social, legal, and ethical aspects of 
advertising. They must carefully identify and explain the social, ethical, and legal 
aspects of the advertising as they are often challenged on these grounds by the 
society as well as by the law enforcing agencies because society determines which 
is offensive, excessive, and irresponsible and government bodies determine what 
is deceptive and unfair. Hence to be law abiding, ethical, and socially responsible, 
as well as effective an advertiser must take into account these issues. Protection of 
a company's brands and trademarks is just one of the many legal issues 
confronting advertisers. Moreover, marketers also face many social and ethical 
challenges in their efforts to communicate with people about their products. 
Advertising is both applauded and criticized for its role in selling its products and 
its influence on the society. 
One of the most common complaints, which one hears about advertising world 
wide, including India and Iran, is that there is too much of it. In US alone the 
average person may be exposed to 500 to 1000 commercial massages a day. With 
so many products competing for attention (over 15000 in the average 
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supermarket), advertising professional themselves worry about the negative 
impact of excessive advertising. A study by the Association of National 
Advertisers and the American Association of advertising Agencies showed that 
TV networics added to the problem of ad clutter by jamming every possible 
moment with promotions for their shows. The more commercials hit the 
consumer's brain, the less effective paid advertising is. The cable channels used to 
be a haven for the weary, but iww they are even worse. Some run as much as 17 
minutes per hour of no programming material, not to mention those that run 
continuous infomercials (Goldman 1994). 
Advertising has been the subject of a great deal of controversy and criticism. 
Numerous people are critical of not only advertising's methods and techniques, 
but also of its social consequences. Scholars, economist, politicians, sociologists. 
Government Agencies, social critics, special interest groups and consumers- have 
attacked advertising for a variety of reasons. Including its excessiveness, the way 
it influences society, the methods it uses, its exploitation of consumers, and its 
effect on our economic system. 
In the following Uie researcher has made an attempt to review the various types of 
criticisms, which have been leveled against advertising. These have been arranged 
under different heads. 
1. Advertising and Value-Ethical System. 
2. Advertising directed toward Children 
3. Advertising and Materialism 
4. Advertising and Stereotyping 
1.42.1. Advertising and value-ethicai system: 
Critics believe that advertising adversely affect people's value and ethical system 
by promoting a hedonistic, materialistic way of life. It is destroying the essence of 
our "citizen democracy", replacing it with a self-oriented consumer democracy 
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(Jaffe 1993). Advertising manipulates consumers to buy things by playing on our 
emotions and promising greater status, social acceptance and sex appeal. Critics 
claim advertising causes people to take up harmfiil habits, makes poor kids buy 
$17 sneakers and tempts ordinary people to buy useless products in the vain to 
emulate celebrity endorses Advertising is so powerfiil that consumers are against 
it. Studies show that only 17 percent of the US consumers see advertising as a 
source of information to help them to decide what to buy (Preston 1994). Perhaps 
that is why more advertised products fail than they succeed in market place. 
Advertising has long been criticized for insensitivity to minorities, women, 
immigrants, the disabled and myriad other groups. This is ironic, since marketing 
and advertising practitioners are supposed to be professional students of consumer 
behavior and communication process. But, in fact, they sometimes lose touch with 
the many people they are trying to reach. This is one reason the discipline of 
account planning is growing very rapidly at agencies all over the world (Arens 
1996). 
Much of the controversy over advertising stems from the ways many companies 
use it as a selling tool and from its impact on society's tastes, value, ethical and 
lifestyles. Specific techniques used by advertisers are criticized as deceptive or 
untruthful, offensive or in bad taste and exploitative of certain groups. Sometimes 
advertisers have made overtly false or misleading claims. The problem of 
untruthful or fraudulent advertising and promotion exists more at the local level 
and in specific areas such as mail order, telemarketing, and other forms of direct 
marketing. Advertisers usually present only information that is favorable to their 
position and do not always tell consumers the whole truth about product and 
service. 
Concern is often expressed over the impact of advertising on society, particularly 
on values and lifestyles. While a number of factors influence the cultural values, 
lifestyles, and behavior of society, the overwhelming amount of advertising and 
its prevalence in the mass media lead many critics to argue that advertising plays a 
major role in influencing and transmitting social and ethical values. Ronald 
Berman (1981) holds that: 
14 
The institutions of family, religion and education have grown 
noticeably weaker over each of the past three generations. The world 
itself seems to have grown more complex. In the absence of traditional 
authority, advertising has become a kind of social guide. It depicts us 
in all the myriad situations possible to a life of free choice. It provides 
ideas about style, morality, and behavior. 
The advertising appeals that have received the most criticism for being in poor 
taste are those using sexual appeals and/or nudity. These techniques are often used 
to gain consumer's attention and May not even appropriate to the product being 
advertised. Even, if the sexual appeal relates to the product, people may be 
offended by it. Many people object to both nudity in advertising and sexually 
suggestive ads. Advertising critics are particularly concerned about the use of 
sexual appeals to glorify the image of certain undesirable products such as 
cigarettes, liquor and beer or to suggest they can enhance one's own attractiveness 
(Belch &Belch 2000). Some of the common criticisms of advertising under this 
caption are as follows: 
=> Advertising is superficial: Critics argues that advertising does not provide 
good product information. The basic criticism of advertising here is that it 
frequently carries little, if any, actual product information. What it does carry is 
said to be hollow adspeak. Ads are rhetorical; there is no pure "information". All 
information in an ad is biased, limited, and inherently deceptive. Critics claim that 
ads should contain information on functional features and performance results 
(Semenik 2002). 
=> Advertising wastes resources: -One of the traditional criticisms of 
advertising is that it represents an inefficient, wastefiil process that channels 
monetary and human resources of a society to the "shuffling of existing total 
demand", rather than to the expansion of total demand: (Caves 1964). Critics also 
say that a society is no better off with advertising because it does not stimulate 
demand it only shifts demand from one brand to another. Similarly, critics argue 
that brand differences are trivial and the proliferation of brands does not offer a 
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great variety of choice, but rather a meaningless waste of resources, with 
contusion and frustration for the consumers. 
=> Advertising creates needs: -Another criticism against advertising is that 
advertising creates needs and makes people buy things they don't really need or 
even want. The argument is that consumers are relatively easy to seduce into 
wanting the next shiny bauble offered by marketers. 
^> Advertising is often offensive and poor in taste: -A pervasive and 
longstanding criticism of advertising is that it is often offensive and the appeals 
are typically in poor taste. Moreover, some would say that the trend in advertising 
is to be rude, crude, and sometimes lewd, as advertisers struggle to grab the 
attention of consumers who have learned to tune out the avalanche of advertising 
message they are confronted with each day. An example of bad taste has been 
reported in the recent years in which a television ad depicting Adolf Hilter as a 
reformed spokesperson for a brand of potato chips, complete with the Nazi 
Swastika morphing into the brand's logo, caused a predictable outcry in Thailand. 
Leo Burnett, the agency that prepared this ad for the Thai market, quickly 
withdrew it after protests from the Israeli embassy in Bangkok and maintained 
that the ad "was never intended to cause ill feelings". (Utumpom 1998) 
=> Advertisers deceive with subliminal stimulation: Owing to the writing 
and opinion of people not directly related to marketing, a feeling has been spread 
that advertising could identify sub-conscious motives, and by playing on these 
motives, it could influence the unsuspecting public. The apprehension that the 
consumers can be manipulated even at the sub-conscious level, reached at its peak 
with the emergence of a concept known as subliminal perception. This concept 
says that if an individual is exposed to stimuli, which are too weak and too brief to 
be consciously seen or heard, may nevertheless, be strong enough to be perceived 
by an individual's receptive cells. Subliminal perception created a great furore in 
the late 1950s when it was reported that advertisers expose consumers to 
subliminal messages that they were not aware of receiving. These messages 
purportedly were persuading people to buy goods and services without being 
16 
aware of why they were motivated to do so. James Vicary (1956) in one study to 
show the effectiveness of so-called subliminal advertising tested it at a drive-in-
cinema in New Jersy where the words "eat popcorn" and "drink coke" were 
flashed during the movie after every five seconds. These phrases were flashed for 
1/3000"' of a second, well below the threshold level. The tests, which covered a 
six-week period, were reported to have increased Cola sales by 57 percent and of 
popcorn sales by 18 percent (Wilkie, 1986). Subsequent to these results many 
researchers tried to document the existence or the effectiveness of subliminal 
advertising. However, they failed to provide any substantial evidence (Hawkins, 
1970; Caccavale, Wanty & Adell, 1981; Kelly, 1979; Seagert, 1987). Whether 
there exists subliminal advertising or not, there is no doubt that because of its all-
pervasive nature, advertising has the capacity to persuade the people through 
emotional appeals. 
1.42.2. Advertising towards children: 
Critics hold that specific techniques adopted by advertisers besides other things 
are highly exploitative in their approach and thus exerts tremendous impact of 
bearing on the minds of innocent children. With the emergence of T.V. (beside 
other media) as one of the major and powerfial medium for advertising and its 
pervasiveness, many people, including economist, social thinkers, public policy 
makers and politicians have criticized advertising in general, and television 
advertising in particular, for its negative influence on children. These critics 
believe that television advertising "corrupts" children by instilling values that are 
not acceptable in a society. Actually what is more likely involved in a clash 
between the values, of children and those of their parents? In US both marketing 
managers and public policy makers have reacted to these criticisms of advertising, 
particularly advertising directed at children. The controversy surrounding this 
issue grew so intense in the 1970s that the Federal Trade Commission (FTC) of 
US was stimulated to examine television advertising directed towards children. 
FTC recommended the following in 1977. 
=> All television advertising be banned for any product which is directed to or 
seen by audience composed of significant proportion of children who are too 
young to comprehend the selling purpose of advertising. 
^^ Either balance television advertising for sugared food products directed or 
seen by audience composed of a significant proportion of older children with 
nutritional and or health disclosures funded by advertisers or ban it completely. 
The proposal of FTC was hotly debated and was ultimately defeated. However, 
the issue remains, and parents and consumer groups are still concerned and active. 
In order to investigate the impact of advertising on children a number of studies 
were undertaken by researchers in US. In fact the controversy generated by FTC 
recommendations has led to the ongoing stream of research on the influence of 
advertising directed towards children from various angles. 
One dimension of children's advertising is the constant parental concern regarding 
its influence in the purchase of certain products, which are not good for children. 
This concern has its roots in the fact that high proportion of advertising aims at 
children for products that contain large amounts of sugar, thus children tend to 
consume more sugared products, have a greater preference for sugared foods. 
Gross Bart and Crosby (1984) demonstrated that parents with higher socio-
economic status were concerned with the nutrition and quality (specially the high 
sugar content) of food advertised to children, while parents lower on the socio-
economic scale were more concerned that such advertising would lead to family 
conflict with the child, and less concerned that it would promote bad eating habits. 
Gom and Florshein (1985) found that Commercials targeted to adults have great 
influence on children. For example, television commercials for lipstick favorably 
influenced nine and ten years old girl's perception of the product and brand, 
because they associate the product with being an adult.The parent child 
relationship, as it relates to purchasing behavior, can be viewed as an influence 
verses yield situation. Specifically, children attempt to influence their parents to 
purchase a product (to yield). Children not only attempt to influence their parents 
in areas of their own interest, but also for products of remote interest of them. The 
increased amount of children's advertising has invaded the judgment of children 
and influences them in such a way that parents are helpless to yield to their 
demands. On account of increased exposure to advertising, their children had 
become more vocal and demanding. As a consequence of this, parents had to yield 
to their demands as far as the purchase of various products was concerned. 
Critics argue that children, particularly young ones, are especially vulnerable to 
advertising because they lack the experience and knowledge to understand and 
evaluate critically, the purpose of persuasive advertising appeals. Research has 
shown that preschool children cannot differentiate between commercials and 
program, do not perceive the selling inter of conunercials and cannot distinguish 
between reality and fantasy. On account of children's limited ability to interpret 
the selling intent of a massage or identify a commercial, critics charge that 
advertising to diem is inherently unfair and deceptive severely and should be 
banned or restricted. 
Marketers and product targeted to children believe that advertising to them 
provides useful information on new products and does not disrupt the parent-child 
relationship. However, the general public did not have such a favorable opinion. 
Older consumers and those from households with children had particularly 
negative attitudes toward children's advertising. 
1.42 J . Advertising and materialisms: 
Advertising beside other aspects /things has been criticized that it generates and 
encourages tremendous amount of tendencies material in the mind of the 
consumers. Many critics claim that advertising has an adverse effect on 
consumer's values by encouraging materialism, a preoccupation with material 
things rather than intellectual or spiritual concerns. The American critics attributes 
to advertising that: 
a) It seeks to create needs rather than merely showing how a product or service 
ftilfils them, b) Advertising surrounds consumers with image of the good life and 
suggest the acquisition of material possession leads to contentment and happiness 
and adds to the joy of living, c) Suggest material possession are symbol of status, 
success, and accomplishment and/or will lead to greater social acceptance 
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popularity, sex ^peal, and so on (Belch and Belch 2004). The argument that 
advertising is responsible for creating a materialistic and hedonistic society is 
addressed by S t q ^ n Fox (1984). Fox concludes advertising has become a prime 
scapegoat for our times and merely reflects society. Regarding the effect of 
advertising on cultural values, he says: 
'^ To blame advertising now for those most basic tendencies in American 
history is to miss the point. It is too obvious, too easy, a matter of killing 
the messenger, instead of dealing with tl^ bad news. Hie people who 
have created modem advertising are not hidden persuaders pushing our 
buttons in die service of some malevolent purpose. They are just 
producing an especially visible manifestation, good and bad of the 
American way of life". 
Most of the criticisms of advertising come from those who focus on advertising's 
social role. Most of the social scientists have criticized advertising in general and 
hold that it induces negative impact on the members of the society, particularly 
upon the younger ones. They hold that products highlighting the pleasure and 
have high social value generally succeed in drawing the attention of the 
consumers. This ultimately gives Philip in the formation of materialistic attitudes 
of the consumers, which is undesirable from the point of the society. 
lAlA, Advertismg and women role portrayiil: 
Advertising has received much criticism for stereotyping women. Critics charge 
that advertising has failed to acknowledge the changing role of women in our 
society. It generally depicts women as mothers or shown as decorative objects or 
sexually provocative figures. Advertising is often accused of creating and 
perpetuating stereotypes through its portrayal of women, ethnic minorities and 
other groups. In recent years the role of women has changed drastically. In the 
past, women were considered to be inferior or sub-servient to men. In terms of 
role differences women have historically been cast as homemakers with the 
responsibility of childcare and men as providers or bread winners. While such 
roles are no longer strongly associated widi members of specific sex, nevertheless 
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they are still largely prevalent. Many advertisers still appeal to such sex-linked 
stereotypical roles (Schiffman and Kanuk, 2000). 
More specifically, off late, advertising has been accused of stereotypical 
representation of women. It has generally been argued that women are usually 
portrayed as housewives and mothers and only rarely in working roles and 
practically never in professional roles. Some studies have generally indicated that 
women have been depicted inaccurately in terms of the range of their current 
roles. For instance, general audience magazine advertisements tended to 
stereotype women into four restrictive feminine roles: 
(1). Women's place is in the home; 
(2). Women do not make important decisions or do important things; 
(3). Women are dependent and need man's protection; 
(4). Men regard women primarily as sexual objects. 
Courtney and Lockeretz (1971), in the US context, made an attempt to determine 
how women were portrayed in advertisements. They examined 729 
advertisements appearing in seven general interest magazines published in April 
1970. None of the advertisement showed women in professional capacity, whereas 
35 of them so portrayed were men. Only 9% of the women shown were in 
working roles, and they were clerks, stewardesses and the like. They also reported 
that the advertisement reflected the stereotype that women do not perform 
important things, are dependent on men, or regarded by men primarily as sex 
objects and should be in the home. 
Alice Courtney and Thomas Whipple (1980) reviewed the findings of nearly 70 
studies in this area and concluded that women are typically portrayed in traditional 
roles such as housewives and mothers, as dependent on men and sometimes 
subservient. They also noted that women were often used as sexual or decorative 
objects in advertising but were seldom shown in authoritative roles. Feminist 
groups such as the National Organization for women (NOW) argue that 
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advertising that portrays women as sex objects contribute to violence against 
women. NOW and other groups often protest to advertisers and their agencies 
about ads they find insulting to women and have even called for boycotts against 
offending advertisers. However, problems still exists, especially in local and 
regional advertising and in certain product categories like beer and sports 
promotions. 
1.5. THE RESEARCH STATEMENT: 
It is needless to say that on account of establishment of small scale as well as large 
scale industrial units all over the globe and production of thousands of goods has 
increased the importance of advertising in the cooperate world today. Therefore, 
advertising emerged as an indispensable tool of marketing. Hence, both profit and 
non-profit organizations are increasingly using advertising for fiirthering their 
objectives. In fact, advertising has witnessed a tremendous growth during the last 
few decades. The competition has become extremely intense in consumer and 
industrial goods. In the changed market scenario there is increased concern for the 
role of advertising in society and its necessity as a business and marketing tool. In 
the light of sweeping changes on the marketing front, there is need to study and 
analyze on different facets of advertising. Advertising not only attracted the 
attention of people who are connected with business but people from different 
fields also expressed their opinion on various aspects of advertising. Some of their 
opinion goes in favour of advertising and some against it. These opinions 
basically reflect their attitude towards various facets of advertising. One important 
question is whether these opinions also coincide with the attitudes of all people 
who are exposed to advertising in their daily lives. Therefore, the present study 
also tries to verify whether the general public shares the intellectual criticisms of 
advertising. Keeping this in mind, various facets of advertising have been 
delineated. The attitudes of the respondents have been investigated in terms of 
various facets of advertising. For this purpose, a comprehensive scale was 
developed after an exhaustive literature search. Following facets of advertising 
were considered for investigation on them. 
1. Advertising as a business tool. 
2. Advertising & information 
3. Advertising & Materialism 
4. Advertising influence on adults & children 
5. Advertising & Media 
6. Present status of Indian & Iranian advertising. 
On the basis of above dimensions or facets of advertising the researcher has made 
an attempt to analyze and compare the attitudes of Indian & Iranian respondents. 
The attitudes of the respondents have been measured on a five-point scale. Further 
statistical techniques have been used to find out the significant differences, if any, 
among the Indian & Iranian respondents. 
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CHAPTER- II 
MEASURMENT OF ATTITUDES TOWARDS FACETS 
OF ADVERTISING: - A LITERATURE REVIEW 
2.1. INTRODUCTION: 
In the previous chapter the researcher discussed the role of advertising in detail. 
Firstly this role has been discussed in the context of what role of advertising is 
playing in the business. Secondly, in which way advertising helps the company in 
the development of various marketing strategies and various marketing mix 
components. Next, the various types of criticisms leveled against advertising from 
various quarters have been discussed. Finally, in the light of the above discussion, 
the basis purpose of the study and problem definition has been elaborated. 
This chapter attempts to describe the studies carried out in measuring the attitudes 
of people who are exposed to advertising in their daily life through different 
media and also facets that have been studied. The attitude will be measured with 
respect to the various facets of advertising. As stated in the previous chapter, 
advertising is both praised and as well as criticized by various types of people. 
Therefore it was thought to measure the attitude of those people who are exposed 
to advertising. The purpose is to find out whether consumers exhibit the same 
attitude as that of experts with regard to various facets of advertising. A number of 
studies have been conducted to measure the attitudes of people towards 
advertising. In the majority of attitude towards advertising studies, survey research 
has been used to assess opinions about the institution of advertising systematically 
(i.e., attitude toward advertising in general), as well as attitudes about specific 
economic, social, and personal functions of advertising. Research investigating 
perceptions of the value of advertising has involved not only U.S. consumers 
(Barksdale and Dargen 1972; Barksdale, Darden, and Perreault 1976; Barksdale 
and perreauh 1980; Barksdale et al. 1982: Pollay and Mittal 1993; Shavitt, 
Lowrey, and Heafner 1998; Yoon 1995), but also consumers from Britain, Chile, 
Germany, and Russia (Andrews, Durvasula, and Netemeyer 1994; Franch, 
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Braksdale, and Perreault 1998; Manso-Pinto and Diaz 1997; O'Donohoe 1995; 
Wills and Ryans 1982; Witkowski and kellner 1998). Other studies have 
examined the attitudes of CEOs, marketing managers, and managers in other 
functional areas (Greyser and Reece 1971: Kanter 1988/89; Webster 1980). 
Furthermore, students have often served as respondents in studies investigating 
opinions about advertising (Andrews 1989; Durvasula et al. 1993: Haller 1974). 
Present study is cross-national in nature and people from India and Iran have been 
choosen for measuring attitudes towards various facets of advertising. In this 
chapter a comprehensive literature survey has been carried out and then on the 
basis of literature survey a number of facets of advertising has been identified. 
During the literature survey the researcher has come across large number of 
studies, both theoretical and empirical, which have thrown light on various aspects 
of advertising. Some of these aspects highlight the positive dimensions of 
advertising in the business and some aspects point out towards the negative 
dimensions of advertising on the society, economy, consumers and people at 
large. Several studies have illustrated that attitudes toward the institution of 
advertising are a function of a consumer's perceptions of the various aspects of 
advertising, such as its informational value and its use of idealized images 
(Andrews, Durvasula, and Netemeyer 1994; Muehling 1987; Pollay and Mittal 
1993). Other research streams have addressed public policy issues relevant to 
marketing and advertising practices (Calfee and Ringold 1994; Ford and Calfed 
1986) and advertising as it relates to societal concern, such as its impact on the 
moral fabric of societies (Belk and Pollay 1985; Ewen 1988; McCreacken 1988; 
Pollay 1986; Tharp and Scott 1990). These investigations have yielded important 
insights about consumers' opinions of advertising, but most have done so in the 
context of subjects' responses to researcher-generated questions. 
After an extensive literature survey the researcher has delineated six broad 
dimensions or facets of advertising. Each facet is having different sub dimensions 
or facets. On the basis of these facets, the researcher later tried to empirically test 
the attitudes of both Indian and Iranian consumes. The present chapter in divided 
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into two brand sections. The first section deals with the six dimensions/facets of 
advertising and the literature available on them. These six facets are: 
1. Advertising as a business tool 
2. Advertising and Information 
3. Advertising and Materialism 
4. Advertising Influence on Adults and Children 
5. Advertising and Media 
6. Status of Indian and Iranian Advertising 
As this study attempts to measure the attitudes of both Indian and Iranian 
consumers on the above six facets of advertising, it is considered necessary to 
highlight the importance of attitudes in marketing in general and advertising in 
particular. 
2.2. FACETS OF ADVERTISING: 
This section deals with the six facets of advertising and the relevant literature 
available on each. 
2.21. Advertising as a Business Tool 
In the present complex world of business and trade all over the globe where 
consumers have to be persuaded to purchase a specific brand, within a plethora of 
competing brands, products and services, advertising is considered by many 
marketing experts as one of the most potent and powerfiil tool to influence and 
pursued the consumers to purchase their brands. Therefore, advertising often is 
referred to as ''^communisuation" i.e., a combination of communication and 
persuasion. Persuasion becomes more paramount and necessary in cases of 
consumer products where the competition is very keen. Here, advertising plays 
dominant role in the over all promotion mix. which provides great help in the 
sales of products and services. Thus, advertising has become one of the potent 
business tools. Even discounting the criticism leveled against advertising by its 
antagonists advertising does play a very effective, dominating, informative and 
persuasive role in promoting goods and services from the point of view of sales 
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profit as well as services to the consumers (Fehr and Stevik. 1998). From 
multinational organizations to the small business firms, advertising is considered 
as basic business tool that helps them to communicate with current and potential 
customers. 
To truly appreciate advertising as a business tool, one has to understand the role 
advertising plays in a firm's marketing effort. Every organization must make 
marketing decisions. These decisions involve researching, developing, pricing, 
promoting and distributing products and services for some target audience. The 
role of advertising in marketing relates to four important aspects of marketing 
process. (1) As a component of marketing mix. (2) Advertising role in market 
segmentation, product differentiation, and positioning. (3) Its contributing to 
revenue and profit generation. (4) Enhancing customer satisfaction. 
(1) Advertising as a component of marketing mix: 
Advertising is one of the primary marketing tools available to any organization. 
Marketing assumes a wide range of responsibilities related to the conception, 
pricing, promotion and distribution of ideas, goods or services. Advertising is 
important, but it is only one of the major areas of marketing responsibility and it is 
only one of many different promotional tools relied on in the marketing mix. 
Generally speaking, the role of the advertising in the marketing mix is to focus on 
the ability of the advertising effort to communicate to a target audience the value 
of product or service has to offer. The marketing mix elements are just the right 
way to attract and satisfy customers. The mix ingredients play a significant role in 
determining the massage content and placement of advertising. 
(2) Advertising role in Market Segmentation, Product Differentiation and 
Positioning: 
For advertising to be effective, it must work to support the organizations general 
marketing strategies. Some of the most basic strategies for attracting and retaining 
customers are market segmentation, product differentiation and positioning. 
30 
Advertising plays on important role in helping a firm to execute these marketing 
strategies. 
(i) Market Segmentation: is the breaking down of a large, widely varied 
(heterogeneous) market in sub markets, or segments, that are more similar than 
dissimilar (homogenous) in terms of what the consumer is looking for or is 
presumed to be looking for. Underlying the strategy of market segmentation are 
the facts that consumers differ in their wants or choice and the wants or choices of 
one person can differ under various circumstance. Advertising's role in the market 
segmentation process is to develop messages that appeal to the wants or choices 
and desires of different segments and then to transmit those massages via 
appropriate media. 
(ii) Product Differentiation: is the process of creating a perceived difference, in 
the mind of the consumer, between an organization's brand the competition. It 
means that product differentiation is based on consumer perception. Product 
differentiation is one of the most critical of all marketing strategies. Advertising 
can help create a difference, in the minds of the consumers, between an 
organizations brand and its competitor's brands. The advertisement may highlight 
performance features, or it may create a different image of the brand. The 
essential task for advertisings is to develop a massage that is distinctive and 
unmistakably linked to the organization's brand. 
(iii) Positioning: is the process of designing a brand so that it can occupy a 
distinct and valued place in the target consumer's mind relative to other brands 
and then communicating this distinctiveness through advertising. Effective 
positioning is accomplished by either developing vastly different products with in 
a product line, 
(c) Advertising and Profit Generation: 
The fundamental purpose of marketing is to create customers and through 
customer satisfaction to generate revenue. The marketing process is designed to 
generate sales and therefore revenues for the firm. 
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The contribution to creating sales as a part of revenue generating process is where 
advertising plays a significant sale. Advertising communicates persuasive 
information to audiences based on values created in marketing mix. This 
combination, which can highlight brand features, price, or availability through 
distribution, attracts customers. When a brand has the right features, the right 
price, the right distribution and the right communication, sales are likely to occur 
and the firm generates revenue. In thus way, advertising makes a direct 
contribution to the marketing goal of revenue generation. Advertising contributes 
to the process of creating sales and revenue. Sales occur when a brand has a well-
conceived and complete marketing mix including good advertising. 
Advertising can help create pricing flexibility by (1) contributing to economies of 
scale and (2) creating brand loyalty. Advertising contributes to demands 
stimulation by commimicating to the market about the features and availability of 
a brand. By contributing to demand stimulation, advertising contributes to the 
process or creating economies of scale, which ultimately translate into higher 
profit per unit. When consumers, through whatever influences and meanings, are 
brand loyal, they are generally less sensitive to price increases for the brand. 
Advertising contributes directly to brand loyalty and thus to inelasticity of 
demands, by perusing and reminding consumers of the satisfactions and value 
related to the brand. 
(d) Advertising and Customer Satisfaction: 
Advertising can communicate how a brand addresses certain needs and desires 
and therefore plays an important role in attracting customers to brand the will find 
useful and satisfying. Advertising can also help link in a brands image and 
meaning to a consumer's social environment and to larger culture, and it can that 
deliver a sense of personal connection for the consumer. Without advertising as a 
way to reveal the availability of brands and draw out these connections of broader 
meaning, a firm's ability to deliver customer satisfaction would be limited. 
The above discussion on advertising as a business tool has shown that marketers 
consider it an important tool in persuading consumers to purchase their products 
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and services. Bauer and Greyser (1968) suggest that advertising has two broad 
effects on society: economic and social. Their work and that of Polly and Mittal 
(1993) have served as a foundation for researchers examining consumers' attitudes 
toward advertising. 
Keeping this in mind an attempt has been made to measure attitudes of 
consumers—Indian and Iranian, on this facet of advertising i.e. advertising as 
business tool. As this facet is multidimensional, it has been converted to seven 
statements. On these statements the attitudes of consumers was measured on a 
five-point Likert scale. These seven statements encompass the various dimensions 
of advertising as ^advertising as a business tool**. 
The seven statements are as follows: 
1. Advertising contributes very importantly to India's/Iran's industrial prosperity 
2. The Indian/Iranian public would be better of without advertising 
3. Advertising is O.K. for new products but for established products it is a waste 
of consumer's money 
4. I wish there were more advertising than there exists now 
5. Advertising is the most powerful tool in the hands of business companies to 
sell their products 
6. There is no need for stringent laws by the Government in regulating 
advertising. However, the advertisers should device code of conduct for 
themselves based on ethical norms 
7. Large companies do not allow other smaller companies to grow or survive in 
the market 
2.22. Advertising and Information 
A second focus of attitude toward advertising research involves the personal uses 
of advertising. These include (1) advertising as a source of information about 
products, social roles, and lifestyle imagery and (2) advertising as a source of 
personal enjoyment. With regard to advertising as a source of product 
information, it appears that sentiment has become more favorable during the past 
three decades. Barksdale and colleagues' studies in the 1970s and early 1980s 
(Barksdale and Darden 1972; Barksdale and Parreault 1980; Barksdale et al. 1982) 
find that, on average, a majority of respondents do not think that advertisements 
are reliable sources of information about either product quality or product 
performance. However, Calfee and Ringold (1994), reporting on an investigation 
of studies from 1974 to 1989, state that a "strong and unchanging majority" 
(approximately 70%) endorse advertising as a source of information. Pollay and 
Mittal (1993) and Shavitt, Lowrey, and Hefner (1998), in more recent studies, 
concur that audiences use advertising to find out about local sales and particular 
brands, as well as product and service availability. Both of these letter studies 
report that younger audiences think of advertising as an information source more 
than do older audiences. 
In a highly competitive business environment, consumers generally do not have 
complete knowledge about the various products and services, which they actually 
need; hence they try to seek realistic information about the products and services 
fi"om different sources including advertising. Advertising's main role is to provide 
correct information about the product, company and competitive brands to the 
target market. Furthermore, advertising has to prove to be more efficient, effective 
and less costly source of information than other information sources controlled by 
the marketers. Undoubtedly, advertising does involve cost and consequently leads 
to higher consumer's prices. Khan, Azam and Mahmood (1992) content analyzed 
the Indian advertisements in terms of number of information cues provided in the 
advertisements. They found that in the most of the Indian advertisements there 
were at least one information cue that was available to the target market. They 
also found that in several advertisements contained more than one information 
cues. 
Recent thinking in this regard is that to increase an advertisement's pulling power 
use 'info-Loading". It is the style of overloading an advertisement with 
information about advertised product or service. The theory is to give the 
customer more information than they'd ever want on product/service, and they'll 
feel more confident about the comoany and what company offers. Also, the 
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customer that actually reads through it all is the one who's interested enough to 
buy what you offer. 
There is a considerable body of work in economics and marketing science that 
have outlined the conditions under which advertising is more likely to provide 
useful information and those conditions where it most likely will not. They are 
discussed below. 
1. The beneficial impact of information on consumers: One unifying theme that 
characterizes the advertising literature is the recognition that there are important 
instances in which advertising can and does provide the kind of information to 
consumers that considerably improve the functioning of the market. This 
improvement has been manifested in a number of different ways. Advertisements 
providing truthful information about the price of a product or services and its 
attributes reduce the time and efforts that consumers need to expand searching for 
the products or services that best satisfy their needs. Advertising also proved for 
greater rivalry among firms because the greater flow of information brings more 
firms into competition with each other. Finally, the ability to advertise new 
products and services encourages innovative activity by firms. The impact of 
advertising on the market depends, of course, on the institutional settings. In 
United State, for example, the economy is based largely on the freedom to 
negotiate and agree to enforceable private contracts. The inter play of consumer 
demand and producer's supply incentives do determine what and how much is 
produced and who bys it. 
One of the fundamentals of market economy is the free flow of information about 
goods and services offered for sale. The underlying idea is that more fully 
consumers are informed, the better equipped they will be to make purchase 
discussions appropriate to their own needs. The appropriateness of a purchasing 
choice (in a free-market economy) depends on consumer's preference. It is the 
exercise of informed choice by consumers that ensures that unwanted goods and 
services eventually will disappear from the market, and that prices that are too 
high to induce purchase ultimately will be lowered as firms seek to attract buyers. 
Most of the time, advertising enhances market performance by providing useful 
35 
information to consumers and by enabling firms to promote the attributes of their 
products and services and, thereby, to compete better with each other. On the 
other hand, advertising may affect market performance when businesses use it to 
transmit false or fraudulent messages or information on which reasonable 
consumers are induced to rely to their detriment. Fraud or deception can inject 
into the market imperfect information that undermines consumer's ability to 
exercise appropriate purchasing choice. 
2. The role of information in the free market economy: The free enterprise 
system that exists in most countries of the world is one in which individuals own 
the means of production and market decisions are made largely by individual 
businesses and consumers, all acting in their own self interests. A key element in 
the relative success of free market system is its superior ability to generate and 
process the immense quantities of information that characterize the modem 
economy. Information, for example, about the tastes and incomes of consumers, 
about the outputs, and cost of producers, and about their multitudinous 
intercormections. The ability of a market economy to make use of information 
results from decentralized decision making and from incentives stemming from 
private property rights. 
Another important influence of advertising is its ability to spur innovative activity 
by providing firms with an effective way of informing consumer about the 
availability of new products, or new applications of existing products. Clearly, a 
firm will be more likely to invest in improving its products if it has the means of 
informing consumers about the existence of the improved products and of its 
advantages (Margl. Azeuenago 1997). Keeping this in mind an attempt has been 
made to measure attitudes of consumers—Indian and Iranian, on this facet of 
advertising i.e. advertising and information. As this facet is multidimensional, it 
has been converted into five statements. On these statements the attitudes of 
consumers was measured on a five-point Likert scale. These five statements 
encompass the various dimensions of advertising as "advertising and 
information". 
36 
The tone of all the five statement is negative. These are given below. 
1. Advertising merely increases the prices of the products which people have to 
pay without given them any useful information. 
2. Advertising does not inform the public and is not worth its cost. 
3. Majority of advertisements today gives false or misleading information. 
4. Advertising helps people in learning about the different product characteristics 
and this enables them to choose the right brand with right quality 
5. Often advertisements give incomplete information, half-truths, and are 
deceptive in nature. 
2.23. Advertising and Materialism: 
One of the major social criticisms against advertising is with the so-called 
encouragement to materialistic comforts by advertisements. Critics blame that 
there is a definite link between advertising and materialism. Materialism has been 
conceived or defined by people in different ways, but in essence it means the 
desire to obtain tangible goods and to give undue importance to material interests 
(weight. Winter and Zeighler, 1989; Aaker, Batra and Myers, 2000). Prior studies 
on attitude toward advertising have employed items such as "Advertising 
persuades people to buy a lot of making us a more materialistic society, overly 
interested in buying and owning things" and found that many consumers are 
concerned that advertising is causally related to people making unneeded 
purchases (Haller 1974: PoUay and Mittal 1993). Research has also considered 
compulsive buying and materialism as they relate to advertising (Belk 1985; 
O'Guinn and Faber 1989; Richins 1996). Advertising engages consumers in 
excessive buying and /or compulsive shopping. Some believe that advertising 
causes people to buy things that may not need. Some were concerned about the 
materialistic value associated with this excessive purchasing. 
Many intellectuals consider the abundance of this trait among people to be 
unwanted and undesirable and argue that people should comparatively be more 
interested in other things life such as music, poetry and painting etc. instead of 
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owning material comforts in the form of luxury goods. Advertising is being 
blamed because it is accused of promoting products that satisfy the materialistic 
requirements of consumers, and thus is indirectly responsible in promontory 
materialism. 
Another dimension of this criticism is that advertising increases the expectations 
of people through its appeal towards the acquisition of things, which will gratify 
the people's basic and inner needs and aspirations. Bauer and Greyser (1968) 
argue that, advertising being the chief measure of means of communication tries 
to persuade the people through various reasons for which they might want to 
acquire material objects and as these reasons are within the cultural norms, 
advertising can not be prevented from appealing to such reasons. 
Zinkhan and Crenshaw (1994) opine that advertising portrays vision of good life 
and serves to stimulate consumption behavior. It is a fact that commercial 
massages portray materialism as a "Value." We live in a materialistic culture and 
materialism encourages customers to buy and consume. Materialism leads to the 
idea that more is better. A devise for "more" means increased sales, so advertisers 
often incorporate materialistic appeals in their massages. 
It is true that advertising and the products promoted through it are a part of our 
culture and thus, in some way contribute to materialism. However, linking 
advertising with fostering materialism is stretching a point too far and it is almost 
impossible to prove or disprove this presumed causal relationship. Though 
advertising has the potential to persuade the consumers yet it does not have the 
power to dominate other forces (family religion, literature etc.) that largely shape 
the values in a society. Advertising which portrays products as symbols of status, 
success, and happiness, contributes to the materialism and superficiality in a 
society. It creates wants and aspirations that are artificial and self centered. This 
results in an overemphasis on the production of private goods to the detriment of 
public goods (such as high ways, parks, schools and infrastructures.) 
It is also claimed that an individuals wants and aspirations may be distorted by 
advertising. The argument is that in societies characterized by heavy advertising. 
there is a tendency for conformity and status seeking behavior both of which are 
considered materialistic and superficial. (Vance Packard 1959). Critics claim that 
advertising has an adverse effect on consumer values by encouraging materialism. 
The United State is undoubtedly the most materialistic society in the world.) 
This criticism of advertising assumes that materialisms is undesirable and is 
sought at the expense of other goals. But many other believe materialism is an 
acceptable part of life, which stresses hard work and individual effort and 
initiative and views the accumulation of material possessiveness as evidence of 
success. Others argue that the acquisition of material possessions has positive 
economic impact by encouraging consumers to keep consuming after their basic 
needs are met. Many believe economic growth is essential and materialism is both 
a necessity and an inevitable best of this progress. It has also been argued that an 
emphasis on material possessions does not rule out interest in intellectual, 
spiritual, or cultural values. Defenders of advertising say consumers can be more 
interested in higher- order goals when basic needs have been met. Raymond A. 
Bauer and Stephen Greyser (1968) point out that consumer may purchase material 
things in the pursuit of non-material goals. For example, a person may buy an 
expensive stereo system to enjoy music rather than simply to impress some one or 
acquire a material possession: 
Even if one assumes materialism is undesirable, these is still the question of 
whether advertising is responsible for creating and encouraging it. While many 
critics argue that advertising is a major contributing force to materialistic values, 
others say advertising merely reflects the values of society rather than shaping 
them. (Morris B. Holbrook 1987) 
The extent to which advertising is responsible for materialism and the desirability 
of such values are deep philosophical issues that will continue to be part of the 
debate over the societal value and consequence of advertising. Keeping in mind 
different dimensions of criticism and support towards advertising and materialism, 
six statements have been framed. 
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1. Advertising persuades people to buy products and services that they should 
not buy. 
2. Advertising encourages people to work hard so that they can afford to 
purchase more and more goods and thus enjoy the life. 
3. For too many people advertisements create needs but do not fulfill them 
perfectly. 
4. Advertising creates desires and wants among those who are exposed to it. 
5. Advertising encourages gross materialism. 
6. Advertising is one of the major causes of inflation in the world in general and 
India/Iran in particular. 
2.24. Advertising Influence on Adults and Children: 
A number of Sociologists feel that advertising because of its all-pervasive nature 
and the facility of repeating massage over different mass media vehicles, can 
influence the lifestyle of people and also their behavior patterns. Many thinkers, 
during the last three decades have expressed fear that the freedom of people to 
make decision of various kinds, including the freedom to select a particular to 
brand, would be jeopardized by the manipulative power of advertising. They feel 
that advertising is so effective that it can manipulate a buyer into making a 
decision against his or her will or at least against his or her best interests. (Aaker, 
Batra and Mayes, 2000). The following are the criticisms in this regard. 
2.24.1. Advertisers deceive with subliminal stimulation: 
Owing to the writings and opinion of people not directly related to marketing, a 
feeling has been spread that advertising could identify sub-conscious motives and 
by playing on these motives, it could influence the unsuspecting public the fear 
that the consumer can be manipulated even at the sub-conscious level reached at 
its peak with the concept of subliminal perception. There in much controversy and 
almost a complete lack of understanding, regarding, the issue of subliminal (below 
the threshold of consciousness) communication and advertising. Since there is 
much confusion surrounding the issue of subliminal advertising, perhaps this is 
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the most appropriate point to provide some classification. No one ever sold any 
thing by putting images of breasts in ice cubes or the word "Sex" in the 
background of an ad. Further more, no one at an advertising agency, except the 
very bored or the very eager to retire, has time to sit around dreaming up such 
things. Undoubtedly it makes for a great story, but hiding pictures in other 
pictiires does not work to get any one to buy anything. Although it is true that 
there is some evidence for some types of unconscious ad processing, these are 
effects generally related to case of recall from memory, not the ability of a 
subliminal massage to create behaviors. This concept says that if an individual is 
exposed to stimuli which are too weak or too brief to be consciously seen or 
heard, may be strong enough to be perceived by an individuals receptive cells. 
Subliminal perception created a great controversy in the late 1950s when it was 
reported that advertisers expose consumers to subliminal messages that they were 
not a ware of receiving. These messages purportedly wore persuading people to 
buy goods and services with out being aware of why they were motivated to do so. 
James Vicary (1956) in one study showed the effectiveness of so called subliminal 
advertising tested it at drive-in-cinema in New Jersey where the words "Eat 
Popcorn" and "Drink Coke" were flashed for 1/3000"' of a second, well below the 
threshold level. The test which covered a six week period was reported to have 
increased Cola sales by 57 percent and of Popcorn sales by 18 percent. Whether 
there exists subliminal advertising or not, there is no doubt that because of its all-
pervasive nature, advertising has the capacity to persuade the people through 
emotional appeals. Conununicating the factual information about brands primary 
functions is usually accepted as being of value to the consumer. But, when 
advertising utilizes appeals that go beyond "reason why", the charge of 
manipulation via emotional appeals is raised. 
2.24.2. Advertising to children and adults: 
Advertising to children is a very sensitive and controversial topic and hence 
advertisers do advertise continuously, and rarely any such advertisement faces 
societal resentment and legal proceedings. However, ads for general adults or 
members of the society, which are not suitable from children's viewpoint, are 
often seen or heard by children do have negative impact on them. Critics argue 
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that children, particularly young ones, are especially vulnerable to advertising 
because they lack the experience and knowledge to understand and evaluate 
judiciously or critically the purpose of persuasive advertising appeals. Concern 
has also been expressed about more less use of other promotional vehicles and 
techniques such as radios ads, print of purchase displays, premiums in packages 
and especially the use of commercial characters as the basis for T.V. Shows. 
Research has shown that preschool children cannot differentiate between 
commercials and programs, do not perceive the selling intent of commercials and 
cannot distinguish between reality and fantasy. (Belch and Belch 1995). Social 
scientists hold that children need more than a skeptical attitude towards 
advertising; as they must understand how advertising works in order to use their 
cognitive defenses against it effectively. Because of children's limited display to 
understand and interpret the selling intent of a message or identify a commercial, 
critics charge that advertising to then is inherently unfair and deceptive and should 
be banned or severely restricted. At the other extreme are those who argue that 
advertising is a part of life and children must learn to deal with it in consumer 
socialization process of acquiring the skills needed to function in the market place. 
This section deals with the attitudes of men and women towards this power of 
advertising in influencing children and adults. The seven statements have been 
designed for measuring attitudes are given below. 
1. People do read/see/here the advertisements, but generally they do not 
influence them. 
2. Generally, there is a tendency on the part of the people not to believe what is 
said in most of the advertisements. 
3. In general, advertisements are basically created to persuade people to purchase 
goods and services but it also insults their intelligence in a subtle way. 
4. Today, advertising does not appeal to reason but to emotions and tries to sell 
the products and services to the consumers by exploiting them emotionally. 
5. On morel grounds advertisements are harmful. They breed vulgarity; 
hypothesize the imagination and the will of the people. 
42 
6. Advertising creates negative impact on the minds of the children. 
7. Today, advertising has invaded on the judgment of and influences them in 
such a way that the parents are helpless in yielding to their demands. 
2.25. Role of Advertising in Media: 
The term media refers to the entire set of channels through which it is possible to 
deliver massages to parts or all of the public. The form of the channel (broadcast, 
print or electronic) is a less defining characteristic than its function. If a channel is 
used to distribute the same massage to many people simultaneously it is 
considered a mass medium. If the channel is only able to transmit a massage to 
one person at a time it is not considered a mass medium, rather it is a carrier 
(traditional telephone use). Another difference between carriers and media is the 
interaction permitted by the channel parties can conduct interactive dialogue on 
carriers such as telephones and the Internet. There is no interaction between 
transmitters/massage providers and their mass media audiences. New media often 
exhibit trait of both carriers and media because they are often able to reach many 
people almost simultaneously and provide a high level of interaction. 
2.25.1. Media and advertising: 
The intrinsic relationship between advertising and media extends beyond the 
format and delivery of an individual ad. Media industry in almost every country is 
dependent on advertising for its existence to a great extent. And without a media 
system to convey ads, the modem advertising industry would probably never have 
come into being. This industry is composed not only of large, medium and small 
advertising agencies but includes businesses engaged in all aspects of advertising 
creation and distribution. 
The nature of these industries ensures the major forces acting in one will 
necessarily aftect the other. The past 15 years have witnessed major changes in 
the media industry as well as the advertising agency industry and its attendant 
businesses. Hundreds of mergers and acquisitions have helped de-stabilize the 
industrial organizational structure of the agency industry. Agencies seem to have 
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given up their role as the partner of businesses and money has become merely 
providers of aia Carte services. This changed the client to agency relationship. 
Clients are no longer as loyal to their agencies as they once were. This is 
evidenced by the increasing number and frequency of account reviews. These 
changes have also induced/promoted changes in the agency-to-employee 
relationship. An advertising job is even less stable than it used to be. The agency 
is no longer family. These factors as well as technological innovations fueled an 
explosion in the number of small businesses engaged in major advertising work. 
However, as momentous as these changes in the advertising industry have been, 
their effects on the media industry are not as pronounced or as pervasive as the 
effects perpetrated on advertising by the changes in the media realm. 
2.25.2. The effects of advertising on media: 
History shows that agencies originated in their ability to provide a service to 
advertisers through their connections with the media, notably newspapers. In was 
the newspapers agreement to provided agents a commission for selling their paper 
to potential advertisers, which provided the impetus for the beginning of the 
agency concept. (Aaker, 2000). It was suggested it was time a now for agencies to 
establish relationships with the evolving " New Media" in order to continue their 
traditional role "service organization" to the media and advertiser. One of the 
most important contributions of advertising agency has been to help establish 
definitions of audience measurement and promote such measurement through 
third party organizations. It is this system, which serves as the foundation of 
media pricing by media companies as well as media buying by advertising 
agencies and media buying companies. 
2.253. The effect of media on advertising: 
Increased computing power has permitted the media to alter its very nature. With 
the advent and accelerated dispersion of technology through society, media has 
become a mass institution, where all efforts are aimed at providing the most 
widely appealing news, entertainments and information, to a highly customized 
industry. Small and large media firms can provide selective content to a selective 
audience with reasonable efficiency. Now media types have been created to 
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satisfy the wants of select groups of consumers. Old media have been altered and 
revamped to meet new, more exciting, consumer demands. This has resulted in 
fundamentally different interfaces between media and consumers. Some of the 
startling changes have occurred in the amount of interaction a consumer have with 
media today. Both traditional media and new media offer increasing opportunities 
for communication with and feedback from audience members. Television news 
programs are providing phone numbers, email addresses and fax line to learn what 
their viewers think and feel about event that effect their lives. The Internet offers 
advertisers and marketers to get intimate details, such as purchase intention, in 
real time from real customers. These changes in media have serious and pervasive 
effects on the advertising industry. Understanding advertisings role in the 
development of the media system of today is key to understanding of the 
development of that media system tomorrow. 
One of the most frequently repeated charges against advertising is the financial 
relationship that exists between the advertisers and mass media. Because of this 
relationship, questions are often raised about the freedom of the mass media from 
adviser's control. Implications of this criticism are that mass media are at the 
mercy of advertisers, who dictates additional policy and force publishers not to 
place any story or article of which the advertiser disapproves. This criticism has 
its roots in the system of democracy. In a democratic society, any attempt to 
restrict the freedom of mass media, whether it comes from advertisers, religious 
institutions, government or any other special interest groups demands both 
attention and action. 
The fact is that advertising provides between 60 to 70 percent cost of newspapers 
and magazines. In case of commercial television channels it provides almost 100 
percent funds. The reality is that commercial television is almost wholly 
dependent for its survival upon revenue derived from advertisers. F:ven 
government controlled television channels in India (Doordarshan) and Iran (5 
channels) also depend to a large extent on revenue from advertising. 
The common justification generally put forward for the continuation of this 
relationship is that advertising revenue subsidies the press and television, thereby 
45 
enabling them to provide these things to the general pubic at a price below the 
actual expenses incurred without the income derived from selling space to 
advertisers, many newspapers and magazines would be unable to exist as few 
people would be prepared, or indeed be able to afford the significantly higher 
prices that newspaper and magazine owners would be forced to charge. Similarly 
television, even government controlled one, would no longer be independent in its 
programmers and its functioning, but would be forced today on subsidies from 
government and other institutions. Another defense for the continuance of this 
relationship is that any influence that one advertiser might wish to exert is likely 
to be opposite to what the other advertisers may wish. Presently, large number of 
advertisers patronize a particular newspaper or magazine, therefore, it gives a high 
degree of freedom to that publisher who can afford to loose some of them in case 
of undue interference without fear of financial loss. 
The situation is slightly different in broadcast media, and especially in television 
network programming. Here, unlike newspapers and magazines, the advertiser not 
only pays for the time his commercials are on the air, but also may pay the cost of 
the entertainment between his commercials. In a sense he is at the same time both 
advertiser and publisher or producer. In the past, there have been instances when 
the advertisers have exerted some influence on the content of the programmers 
they have sponsored and paid for. However, as television cost has mounted, more 
and more advertisers have turned to spot commercials or joint sponsoring of a 
particular programmed. 
Whether or not advertisers exert influence and mass-media-in the editorial policy 
of newspapers or in the contents of the television programmers the fact is that this 
arrangement will continue in the future too, unless some alternate viable 
arrangement is discovered. The real question from the point of view of those who 
are exposed to advertising from different mass media is what opinion they hold 
about such advertising. On account of the huge revenue that accrues from 
advertisers, the media owners are able to improve the quality of print media, 
television and radio programming, etc. 
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Keeping this objective in mind five statements were prepared, which reflect the 
relationship between mass media and the revenue derived from advertisers. 
1. Advertising helps media (newspapers, magazines, TV etc.) to become self 
sufficient, autonomous and makes them free from undesirable political 
influence. 
2. On account of advertising the prices of newspapers and magazines are low and 
therefore, people can afford to purchase them. 
3. On account of advertising on TV the quality of TV programmes has improved 
substantially. 
4. Today the advertising is to o pervasive on all major media and one cannot 
escape from it. 
5. Big advertisers on account of their heavy spending capacity are able to control 
the mass media. 
2.26. Status of Indian and Iranian Advertising: 
The researcher on the basis of her going through some books and articles in 
journals dealing with advertising thought it proper to submit precisely about the 
importance and necessity of advertising planning before presenting and analyzing 
the status of Indian and Iranian advertising. The researcher felt that advertising 
would be more effective and convincing provided proper planning pertain to 
advertising is adopted by the advertisers; otherwise, the advertisers may not be 
able to achieve their cherished goals of sale and service promotion in the present 
competitive environment, there by amounting to lesser products. 
There is an extensive literature on advertising made up of books, monographs, 
reports, research journals articles, most of which have been written since the turn 
of the century. In addition to this, advertising has been approached through a 
variety of paths and traditions. These different paths partly reflect the perspectives 
of such various disciplines as economics, psychology, social philosophy and 
management. They do reflect the needs of the audiences to which they are 
addressed. Although many of the paths cross and some are ill defined, it is 
47 
possible and useful to identify some of the main tracks that have been followed 
through the years. 
Successful advertising largely depends on its adequate and judicious planning 
keeping in view the changing requirements/demands of the members of the 
society, as they are not static in nature. The advertising plan should only be 
developed once the overall marketing plan has been created and the role of 
advertising within it has been assessed. Advertising planning and decision making 
focus on three crucial tasks: Objective and target selection, message strategy and 
tactics; and media strategy and tactics. Every advertising plan will, at a minimum, 
reflect planning, decisions and commitments concerning each of these three major 
components. The broad purpose of advertising management is to develop, 
implement and control an advertising plan. Planning as a process involves the 
generation and specification of alternatives. Decision-making concerns the choice 
of the best alterative, which strategy alternatives are feasible in a given situation? 
Which one should be adopted? What media mix will be most effective? These are 
some of the questions every advertising manager must address. 
In an established brand situation analysis will involve a retrospective look at that 
has been done in the past and whether basic changes in the current plan are called 
for. In new product situations, the manager maybe essentially starting from 
scratch and each aspect of the plan will require basic new thinking, significant 
amount of new research information, and development of entirely new advertising 
objectives and new copy and media strategies. 
Alternatives with respect to objectives and the target market must first be carefully 
evaluated and specified. Then copy alternatives must be developed and analyzed 
with respect to both content (massage strategy) and execution (massage tactics) 
The decision made at this stage take the form of advertising campaign adopted in 
particular situations. Finally, media alternatives need careful specifications and 
analysis and decisions must be made on how much money to spend (media 
strategy) and where to allocate (media tactics). In such cases planning and 
decision-making are involved. 
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The outlook and approach of Indian people engaged in advertising and media 
activities and/or business have drastically changed during the last century These 
modifications largely, have been caused an account of socio-economic and 
political changes in the Indian society. The presently operative advertising 
systems have tremendously raised the standard of Indian advertising and have 
brought it at par with the advertising in the developed countries. Undoubtedly, 
improvements in print technology use of color combinations, advent of computer 
graphics, use of special effects, and improvements in photographic technology 
almost on western pattern have revolutionized Indian system of advertising. On 
account of these changes the amount of advertising to which a consumer is 
exposed to has also increased significantly. The advertisers are spending lots of 
money on advertisements these days. This increase in advertising might have 
created some negative consequences. 
Iran has undergone profound social, political and ideological changes over the 
past two decades, following the Islamic Revolution in 1979. The current research 
is focused on the ways in which these changes are so have been reflected and 
embodied in language, and in particular in the language of commercial press 
advertising in Iran. Mohammad Amouzadeh (1998) on the basis of his findings 
tried to describe theories and analyzed the changes found before 1979 and after 
1990, with regard to the varying effects on sociolinguistic norms and to relate the 
changes to external factors in the ideology and social history of Iran. His findings 
also address the wider issues of relations between language and ideology in 
indifferent kinds of societies, in particular Islamic societies. His investigations 
also shed height on Persian commercial advertisements from abroad, where 
minority migrants groups use the Persian language. Qualitative and quantitative 
analysis of advertisements from pre-and post revolutionary times, as well as 
advertising from abroad, form part of empirical foundation of his investigation. 
Mohammad Amouzadeh study demonstrates that advertising language in Iran 
does not directly reflect the society. He concludes that advertising language in 
Iran does not function the same wav as it does in western countries. 
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Advertising as a concept has always been one of the main pillars of any healthy 
free market economy. In Iran, like the rest of the world, it has been used by 
various industries for years in order to make their presence known to the public. 
Nonetheless, unlike other countries, this dynamic industry in Iran has gone 
through a number of phases that are rarely seen elsewhere in the world. 
Before the Islamic revolution, advertising as a whole was modeled after those in 
the western countries. During this period, the industry had adapted to all the 
effective promotional tools needed for the Iranian market by using various media 
mix. The most commonly used advertising tools during this period were: print 
advertising, billboards, sweepstakes, & TV & radio commercials. However, with 
the revolution, the face of advertising in Iran completely changed overnight. The 
situation was further worsened with the onset of Iran-Iraq war when the presence 
of the government became more conspicuous in the economy and the private 
sector became less important. 
As a result of these changes and the new atmosphere of anti-capitalism in the 
country, advertising was completely rejected as a by-product of westernization. As 
a result, it became less and less visible in most media mix, except for those in the 
print media. Unfortunately, even in cases where advertising was deemed to be 
appropriate and non-western, it was done in such a manner that it did not have the 
same level of creativity and intelligence present in the previous era. This trend of 
advertising bashing continued for a number of years until the end of the war. Once 
the war was finished, Iran started a new era of economical development and 
expansion. These economical reforms did not take place at once, but rather the 
government started to relinquish its control on the economy by allowing various 
private individuals to bid for its assets. 
From the beginning of 1990's, the Iranian economy has started to change once 
again, becoming freer market oriented. In such a new atmosphere, advertising has 
also become more acceptable and less taboo as a way of promoting one's product 
or service. Numerous companies have started their activity in Iran, by focusing 
their attention to the needs & characteristics of the Iranian market. The growth of 
these agencies has also changed the face of advertising related media mix. 
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especially that of TV & Radio, Nowadays, commercials have become an integral 
part of any TV program in Iran. Likewise, it has become more difficult to go 
anywhere in any of the big cities in Iran and try to avoid big billboards. At the 
present time, advertising is running a very interesting course in Iran, & as the 
Iranian consumer market reaches a level of maturity and competitiveness, it will 
get bigger. The situation will be further influenced as the Iranian economy 
becomes more open to foreign investments in the future. 
As a result, it is logical to expect that as time elapses, more companies will be 
employing advertising as an important part of their marketing strategy in order to 
achieve successful market coverage. Only time can tell how long this new trend 
will last. By the invention of the Internet, a brand new channel has opened up to 
many companies. If the government is keen on improving Iran's economy, it 
should always view advertising as one of the main venues of keeping the economy 
healthy and thus stimulating competition amongst the various parties. This in itself 
will indirectly lead to the reduction of prices and the improvements of the 
products offered by various industries to consumers in Iran. 
Therefore, because of these changes that have taken place in India and Iran in the 
field of advertising the researcher has developed eight statements and they have 
been grouped under the heading "Status of Indian and Iranian Advertising". These 
have been given in the following. 
1. Majority of advertisements to which people are exposed to are of poor taste. 
2. Majority of advertisements to which people are exposed to are uninteresting in 
nature. 
3. Majority of advertising to which people are exposed to are irritating in nature 
4. People; generally enjoy reading or viewing the advertisements on the mass 
media. 
5. The quality of advertising in major media has been improved in the recent 
year because it is now prepared by professionals. 
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6. Advertising is like a mirror. It reflects the existing cultural and moral values of 
the society. 
7. Advertisementsf for certain types of products should be banned on the mass 
media. 
8. The quality of Indian/Iranian advertisements is at per with the quality of 
advertisements of any foreign country 
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CHAPTER- III 
RESEARCH METHODOLOGY 
3.1. INTRODUCTION: 
The present chapter discusses the methodology used in conducting the present 
study, hi doing so, the researcher first delineated the objectives of the research. 
This chapter has been divided into six sections. The first section delineated the 
objectives in specific manner. In the second section the hypotheses of the present 
study have been formulated in consonant with the objectives. The third section 
discusses the process of development of the research instrument i.e. the attitudinal 
questionnaire encompassing the various dimensions of the study. An attempt has 
been made to develop the research instrument in a manner, which may able to 
measure the phenomenon under study in a reasonably accurate way. Next section 
deals with the sampling process. In this section both the method of sample 
selection and the method of administration of the research instrument has been 
discussed. Section fifth describes the procedure adopted for analyzing the data 
after the data were gathered through questionnaire. The last section discusses the 
limitations of the present study. These sections are discussed in the following. 
3.2. OBJECTIVES OF THE STUDY: 
Advertising being the most visible part of business in general and marketing in 
particular has been both praised and criticized by people associated with business 
and non-business fields. Many facets or dimensions of advertising are being 
discussed quite often and people hold different opinions and attitudes towards 
them. In the present study an attempt is made to measure the attitudes of 
consumers towards the diflerent facets of advertising. As the present study is a 
cross-cultural one and where the attitudes of people fi-om two different countries 
i.e. India and Iran are to be measured, a number of objectives were delineated. The 
primary objective of the present study is to measure the attitudes of Indian and 
Iranian consumers on the various facets of advertising as they are exposed to it 
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through various mass media vehicles. More specifically the researcher has come 
out with the following objectives with regard to the various facets of advertising. 
3.21. Advertising as a business tool: 
A. To measure the attitudes of following groups of consumers towards advertising 
as a business tool 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
B. To compare and find out the significant differences, if any, and to interpret 
these differences in attitudes towards advertising as a business tool among the 
following groups 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
3.22. Advertising's informative role: 
A. To measure the attitudes of following groups of consumers towards advertis-
ing's informative role. 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
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B. To compare and find out the significant differences, if any, and to interpret 
these differences in attitudes towards advertising's informative role among the 
following groups 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
3.23. Advertising and Materialism: 
A. To measure the attitudes of following groups of consumers towards advertising 
and materialism. 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
B. To compare and find out the significant differences, if any, and to interpret 
these differences in attitudes towards advertising and materialism among the 
following groups 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
3.24. Influence of Advertising on Adults and Children: 
A. To measure the attitudes of following groups of consumers as far as influence 
of advertising on adults and children is concerned, 
a) Indian versus Iranian consumers 
59 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
B. To compare and find out the significant differences, if any, and to interpret 
these differences in attitudes as far as influence of advertising on adults and 
children is concerned, among the following groups 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
3.25. Advertising and Media: 
A. To measure the attitudes of following groups of consumers towards advertising 
and media. 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
B. To compare and find out the significant differences, if any, and to interpret 
these differences in attitudes towards advertising and media among the following 
groups 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
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3.26. Present Status of Indian and Iranian advertising: 
A. To measure the attitudes of following groups of consumers towards present 
status of Indian and Iranian advertising 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
B. To compare and find out the significant differences, if any, and to interpret 
these differences in attitudes towards present status of Indian and Iranian 
advertising 
a) Indian versus Iranian consumers 
b) Indian female versus Iranian female 
c) Indian male versus Iranian male 
d) Indian male versus Indian female 
e) Iranian male versus Iranian female 
33. HYPOTHESES OF THE STUDY: 
In order to accomplish the above-mentioned objectives, delineated in the 
proceeding section, the researcher has formulated the following null and 
alternative hypotheses for each facet of advertising and for each group of 
consumers. These groups are 
1. Indian and Iranian consumers in general 
2. Indian female and Iranian female consumers 
3. Indian male and Iranian male consumers 
4. Indian male and Iranian female consumers 
5. Iranian male and Iranian female consumers 
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l.Ho,: 
Various groups of consumers hold similar attitudes towards 
advertising as a business tool 
1. Hn,: 
Various groups of consumers differ significantly in holding 
attitudes towards advertising as a business tool 
2. H02: 
Various groups of consumers hold similar attitudes towards 
advertising's informative role 
2. Hn2: 
Various groups of consumers differ significantly in holding 
attitudes towards advertising's informative role 
3. H03: 
Various groups of consumers hold similar attitudes towards 
advertising and materialism 
3. Hnj: 
Various groups of consumers differ significantly in holding 
attitudes towards advertising and materialism 
4. H04: 
Various groups of consumers hold similar attitudes towards 
influence of advertising on adults and children 
4. Hn4: 
Various groups of consumers differ significantly in holding 
attitudes towards influence of advertising on adults and children 
5. H05: 
Various groups of consumers hold similar attitudes towards 
advertising and media 
5. Hn<;: 
Various groups of consumers differ significantly in holding 
attitudes towards advertising and media 
6. H06: 
Various groups of consumers hold similar attitudes towards 
present status of Indian and Iranian advertising 
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6. Hii«: 
Various groups of consumers differ significantly in holding 
attitudes towards present status of Indian and Iranian advertising 
3.4. DEVELOPMENT OF THE RESEARCH INSTRUMENT (ATTITUD-
INAL QUESTIONNAIRE) 
In order to accomplish the stated objectives of the study and the research 
hypotheses there was a need for a research instrument, which can measure the 
attitudes of consumers towards the various facets of advertising. The researcher 
had surveyed various studies in this area and found one research instrument most 
suitable for the purpose of the present study, which was developed by Khan and 
Khan (2002). In their study they have also measure the attitudes of consumers on 
the six facets of advertising. Khan and Khan (2002) have described the procedure 
they adopted for developing the attitudinal questionnaire in the following 
To encompass the different facets of advertising, a comprehensive literature 
search was carried out. This review examined the viewpoints of those who 
criticized the role of advertising in the society as well as of those who feel that 
advertising plays a positive role and is one of the major business tools. On the 
basis of this review of literature, a detailed list of different facets of advertising 
was prepared. The main aspects that were considered were listed below: 
1. Advertising as a business tool 
2. Advertising's informative role 
3. Advertising and Materialism 
4. Influence of Advertising on Adults and Children 
5. Advertising and Media 
6. Present status of Indian and Iranian advertising 
Keeping in mind these aspects a large number of statements were generated. In 
order to strike a balance, statements having both negative and positive 
connotations were prepared. At this stage it was thought proper to generate as 
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many statements as possible in the item pool. This resulted in a battery of sixty-
two statements related to various facets of advertising. 
Khan and Khan (2002) further refined the scale. Sixty-two statements of the item 
pool were subjected to detailed item analysis. The basic purpose was to ascertain 
the reliability and discriminative capability of these statements. In the 
development of an attitude scale researchers often use t-test to ascertain the 
discriminative power of the statement (Huges, 1967). However, due to certain 
practical difficulties they used a less stringent method for this purpose. These 
sixty-two statements were given to six management teachers, on account of their 
theoretical and practical insight in the field. They were apprised of the objectives 
of the study. In the light of the objectives, the teachers were requested to carefully 
go through these statements and critically evaluate each statement on the 
following guidelines: 
(/) Relevance of each statement to the objectives of the study. 
(//) Discriminating ability of each statement in measuring the attitudes. 
(///) Avoiding duplication, in case more than one statement tried to measure the 
same thing. 
The criterion for retaining any statement for the final selection was the agreement 
of at least five experts out of six on the three guidelines i.e. relevance, 
discriminating power and duplication. Even if four members agreed and two 
disagreed on any one of the guidelines, the statement in question was discarded. In 
this way thirty-eight statements fulfilled the norms and therefore, they were finally 
included in the scale". 
3.42. Scaling of Items 
Khan and Khan (2002) thought, at this stage, that the items of this scale should not 
only measure the direction of attitudes towards different facets of advertising but 
also the intensity of their directions. Therefore, a simple dichotomous scale of 
attitude measurement was not considered to be useful for providing the pertinent 
information. After considering different types of attitude scales, their choice was 
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narrowed down to Likert type scale because of its versatility, ease of construction, 
ease of administration and the ability to simultaneously measure the intensity and 
direction of attitudes. The use of Likert type scale also allows inclusion of large 
number of diverse statements believed to be necessary to comprehensively 
measure all types of constructs. A five-point interval scale from "strongly agree" 
to "strongly disagree" was used to measure the response to each statement (items). 
The breakdown of these thirty-eight statements with respect to different facets of 
advertising is given below: 
1. Advertising as a business tool (seven statements) 
2. Advertising and information (five statements) 
3. Advertising and materialism (six statements) 
4. Advertising influence on adults and children (seven statements) 
5. The role of advertising in media (five statements) 
6. Status of Indian advertising (eight statements) 
As this instrument was developed and tested and further documented by Khan and 
Khan (2002) it was thought to use the same instrument in its exact form. 
In the present study therefore the attitudinal questionnaire has been used both for 
Indian and Iranian consumers. In order to facilitate proper understanding of the 
statements (items), in addition to the English version of the questionnaire a Hindi 
translation has been done for each statement, contained in the questionnaire for 
Indian consumers. Similarly for the Iranian consumers the original questionnaire 
was translated into Persian. This was necessary as most of the Iranian respondents 
were not aware of English or even if they were aware they are not good in 
understanding English. Therefore three version of the same instrument 
(questionnaire) were prepared to get the accurate and honest responses from 
Indian and Iranian consumers who do not have good understanding of English. 
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3.5. SAMPLING PROCESS: 
After the questionnaire was developed, the next research dimension was to 
administer it to a representative sample of the population from both the countries 
i.e. India and Iran. As it was difficult to administer the questionnaire on the entire 
national populations of both the countries, therefore, it was decided to select two 
cities—^Aligarh and Delhi—from India and two cities—Tehran and Qum—from 
Iran. Thus four cities were selected for administering the questionnaire-two from 
each country. The selection of cities from both countries was largely based on the 
convenience and easy approach by the researcher. The procedure of selecting the 
sample from these four cities is given below. 
3.51. Sample Selection Procedure: 
3.51. a. Indian Sample: 
As stated earlier, the main objective of the present study was to measure the 
attitude of consumers from both the countries. The sample selection procedure for 
Indian population will be discussed. Two cities, Aligarh and Delhi were selected 
for choosing the sample elements. 
These two cities v/ere selected on the judgment of the researcher. Aligarh is a 
medium sized city of India with a population of around 10 lacks. Mostly people 
living in Aligarh are from the state of Uttar Pradesh, the largest state of India in 
terms of population. Aligarh was chosen because the researcher is living here for 
doing her PhD and it was relatively easy to obtain the relevant data from here. 
Initially it was decided to select 300 male and female respondents from 
Aligarh.Using simple random sampling was difficult because of lack of perfect 
sampling frame, the researcher decided to use systematic random sampling for 
choosing the sample. Telephone directory of Aligarh city was chosen as the 
sampling frame for this purpose. Excluding the government offices telephone 
numbers remaining telephone numbers were considered as our population for 
Aligarh city. From these remaining telephone numbers, after selecting the 
sampling interval, 300 sample elements were selected, which included both men 
and women. After selecting 300 telephone numbers, the researcher contacted the 
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respondents on telephone and requested them to cooperate and provide the 
information on the various facets of advertising on the developed attitudinal 
questionnaire. Out of the 289 people contacted 254 gave their consent. After 
ascertaining their addresses researcher personally went to their homes and 
administered the questionnaire. Both English and Hindi versions were shown to 
them and preferred version was given to them for taking the responses on the 
items of various facets of advertising on a five point scale ranging from strongly 
agree to strongly disagree. At this stage the researcher was able to get the 
responses of 158 respondents who filled up the questiormaire fi-om Aligarh city. 
The second city from India chosen for measuring the attitudes is Delhi. Delhi has 
been selected because of two main reasons. Firstly it is one of the largest cities of 
India with a population of more than 10 Million. Secondly, being capital of India, 
Delhi is both metropolitan and cosmopolitan in nature. People fi-om most parts of 
India live in Delhi and they have their regional, linguistic and religious 
characteristics. Therefore, it was thought proper to select a part of Indian sample 
fi"om Delhi. Another reason, which had gone in favor of Delhi, was the proximity 
to Aligarh. Delhi is around 140 Km from Aligarh and going to and coming back 
from Delhi to Aligarh was not very difficult for the researcher. For selecting the 
sample from Delhi, again Delhi's Telephone directory was used as sampling 
frame. As the telephone directory contained large number of telephone owners, a 
bigger sampling fraction was used for systematic random sampling. 
Around 500 telephone numbers were selected and the owners were contacted and 
requested for giving their responses on the attitudinal questionnaire. They were 
explained about the significance of the study and were requested to give 
appointment to the researcher for providing their responses. In Delhi considerable 
number of telephone owners showed their inability to give appointment to the 
researcher on account of their busy schedule. Out of the 425-contacted person 
only 278 could give their consent. Finally 164 respondents filled up the attitudinal 
questionnaire from Delhi. 
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3.51. b. Iranian Sample: 
At the present study attempts to measure the attitudes of people belonging to two 
countries i.e. India and Iran, the second sample had to be selected from Iran. For 
this purpose the researcher has drawn the samples from Iran. The researcher 
keeping the viability as well as easy approachability decided to draw samples 
from two Iranian cities i.e. Tehran and Qum. Tehran being the capital city of Iran 
as well as the researcher also hails from Tehran itself and having close as well as 
personal contacts with people residing there. Qum was chosen because it is only 
120 Km from Tehran hence it was relatively easy to administer the questionnaire 
among the Iranian residing. In order to select the sample that researcher again 
need telephone directories of Tehran and Qum as sampling frames as she did for 
selecting Indian samples. Researcher randomly selected 400 telephone numbers 
and could succeed in contacting 252 respondents, 204 agreed to cooperate. And 
only 154 filled up the questionnaire from Tehran. Thus the researcher contacted 
them personally at the appointed time and collected the required data. Similarly 
the researcher selected 300 telephone numbers and contacted 250 respondents 
from Qum, 189 agreed and finally 120 respondents agreed and gave appointment 
to fill up the attitudinal questionnaire & so researcher succeeded in collecting the 
required information from 120 respondents hailing from Qum. Thus the researcher 
succeeded in drawing a total sample of 596 respondents representing Indian and 
Iranian population. The break up of the total Indian sample is 322 including male 
and female respondents and the total Iranian sample comprises 274 representing 
male & female respondents. 
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The breakup of the respondents from the four cities is given in the following table. 
Table: 3.1 Breakup of Sample Respondents from Four Cities 
Sample 
India 
Iran 
Total 
City 
Aligarh 
Delhi 
Tehran 
Qum 
Selected 
300 
500 
400 
300 
1500 
Contacted 
289 
425 
252 
250 
1216 
Agreed 
254 
278 
204 
189 
927 
Final 
Response 
158 
164 
154 
120 
596 
3.6. DATA ANALYSIS PROCEDURE: 
The advertising attitude scale comprising of thirty-eight statements was 
distributed to the respondents personally and they were requested to go through 
each statement and then given their degree of agreement or disagreement on a 
scale ranging from "strongly agree" to "strongly disagree". In order to bring about 
consistency, scoring was done according to the nature of statement. For those 
statements, which reflect positive feelings, 5-points were assigned to "strongly 
agree", 4 to "moderately agree", 3 to "neither agree nor disagree, 2 to "moderately 
disagree" and 1 to "strongly disagree". The scoring pattern was reversed for those 
statements, which reflect negative feelings, i.e. 5-points were assigned to 
"strongly disagree", 4 to "moderately disagree", 3 to "neither agree nor disagree. 2 
to "moderately agree" and 1 to "strongly agree". 
Researcher stated that the higher score for positive statement meant that the 
respondent held positive attitude towards that advertising facet and higher score 
for negative statement meant the same positive attitude towards that facet of 
advertising. Researcher concluded as scoring pattern in negative statements were 
reversed, when respondents are given high score meant they are disagree towards 
that negative statement, so they are against the negative nature of the statement 
and holding positive attitude. The mean score for each statement was calculated 
for two groups i.e. men and women. 
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After the collecting the data from the questionnaire on consumer's attitudes 
towards various facets of advertising the next step was to analyze the raw data. As 
the data were on a likert type scale it was decided to convert the raw data into the 
tables and mean scores of groups of respondents were calculated for each 
statement on each dimensions. 
For the purpose of analysis the data were arranged country wise on the six facets 
of advertising. First the analysis was carried out with respect to the respondent of 
each country with respect to male and female category and then the comparison 
was done with respect to hidian and Iranian respondents. In order to make the 
comparison meaningful two samples were compared with each country as well as 
between the two countries. In order to find out any significant differences among 
the two samples, the researcher use t-test as list of significance. The results and 
analysis is discussed in detail in the next chapter. The scheme of analysis for each 
facets of advertising is as follows 
1. Advertising as a business tool 
a) All Indian and Iranian people 
b) Indian men and women 
c) Iranian men and women 
d) Indian and Iranian men 
e) Indian and Iranian women 
2. Advertising's Informative role 
a) All Indian and Iranian people 
b) Indian men and women 
c) Iranian men and women 
d) Indian and Iranian men 
e) Indian and Iranian women 
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3. Advertising and Materialism 
a) All Indian and Iranian people 
b) Indian men and women 
c) Iranian men and women 
d) Indian and Iranian men 
e) Indian and Iranian women 
4. Advertising Influence on Adults and Children 
a) All Indian and Iranian people 
b) Indian men and women 
c) Iranian men and women 
d) Indian and Iranian men 
e) Indian and Iranian women 
5. Advertising and Media. 
a) All Indian and Iranian people 
b) Indian men and women 
c) Iranian men and women 
d) Indian and Iranian men 
e) Indian and Iranian women 
6. Status of Indian and Iranian Advertising. 
a) All Indian and Iranian people 
b) Indian men and women 
c) Iranian men and women 
d) Indian and Iranian men 
e) Indian and Iranian women 
On the basis of this pattern of analysis the researcher prepared 30 tables (5 tables) 
for each facets/dimension and analyzed them in the next chapter 
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3.7. LIMITATIONS OF THE STlfDY: 
No research study is perfect in all respects as far as the sound methodology is 
concerned. The present research is also not an exception. As this research involves 
two countries, there were number of problems encountered by the researcher in 
conducting the research. The researcher, tried to remove some of the limitations of 
study by attempting to select representative samples from both the countries, yet 
there may be some limitations. The researcher for the accomplishment of the 
present work also faced various constraints and limitations such as paucity of time 
and money, non-accessibility of specific population segments, non-availability of 
perfect sampling frame. These constraints restricted or limited her in data 
collection from two cities of India and Iran. In India the researcher faced the 
language problem, being an Iranian she faced difficulty in explaining the 
meanings of the various statements to Uiose respondents who were not well versed 
with English. Here the researcher took the help of local friends who were 
proficient in Hindi. They explained to the respondents in easy language. 
Moreover, the researcher had to limit the sample for the study on account of the 
non willingness of the respondents .The researcher tried to contact the subjects on 
phone for the administration of the schedule, some very frankly said no, while the 
others told her that they are busy and have no time to help her, however, the 
researcher thus could collect the required data only from those respondents who 
graciously agreed to cooperate with her. In spite of these constraints and 
limitations the researcher is quite hopefixl that the present investigations /study 
will certainly serve the needs of the academic community as well as of business 
organizations and advertising practitioners in the field. 
The researcher has searched for the relevant literature of various facets of 
advertising in the Iranian context. However very little literature was available in 
the Iranian journals and the researcher did not find any serious research study in 
the field of advertising in Iran. Therefore it was not possible for researcher to take 
any help from existing literature of Iranian advertising. In a way, the present 
research work is a maiden attempt as far as Iranian advertising and attitudes of 
Iranian people towards advertising is concerned. 
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CHAPTER- IV 
ANALYSIS AND INTERPRETATIONS OF DATA 
4.1. INTRODUCTION: 
In the previous chapter, the researcher discussed the methodology used to carry 
out the present study. The present chapter, the crux of the study deals with the 
analysis and interpretation of the data collected on the various facets of 
advertising. As this study is of comparative nature, the attitudes of both Indian and 
Iranian people were measured and compared for statistically significance 
differences, if any on the dimensions of each facet of advertising. 
As discussed in chapter II the six facets of advertising on which attitudes of Indian 
and Iranian respondents measured are: 
1. Advertising as a business tool 
2. Advertising and information 
3. Advertising and materialism 
4. Advertising influences on adults and children 
5. Advertising and media 
6. Status of Indian and Iranian advertising 
On the above six facets the attitudes were measured for the various statements 
related to each facet. As mentioned in the chapter III on Methodology, the 
respondents from both the countries were to provide their degree of agreement or 
disagreement on each statement on the five-point rating scale. On the basis of their 
responses the mean score were calculated keeping in mind the positive or negative 
connotation of each statement. At one time the mean scores of two groups of 
respondents were compared and to find out the differences in attitudes of two 
groups of respondents "t" test was applied. 
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The scheme of analysis and interpretation for each facet of advertising has been 
carried out in the following manner: 
a) Comparison of attitudes of Indian male versus Indian female respondents 
b) Comparison of attitudes of Iranian male versus Iranian female respondents 
c) Comparison of Indian male versus Iranian male respondents 
d) Comparison of Indian female versus Iranian female respondents 
e) Comparison of Indian respondents versus Iranian respondents 
There were three reasons for this pattern of analysis. 
1) To compare the attitudes of respondents on v^ous facets of advertising in 
terms of country and gender i.e. male and female respondents. 
2) The comparison had to be made with regard to the same gender of respondents 
from both countries. 
3) To make general comparison of attitudes without considering the gender of 
respondents belonging to these countries. 
This pattern has been followed uniformly for all the facets of advertising. The 
detail analysis and interpretation is done in the remaining part of this chapter. 
4.2. ADVERTISING AS A BUSINESS TOOL: 
As explained in the chapter II, the researcher developed seven statements and the 
mean scores were calculated to find out the positive or negative attitudes on each 
statement. Today on account of intense competition—domestic as well as 
international-companies is increasingly depending on advertising to persuade their 
consumers to buy their products and services. They consider advertising as a 
potent business tool in stimulating the demand. In addition advertising is also 
considered as a social and economic phenomenon. Companies use advertising for 
various purposes. Therefore, to encompass these facets of advertising, the 
researcher developed seven statements. The responses to these statements in terms 
of mean scores and the t-values were tabulated in five tables (1.1) to (1.5). We 
will analyze and interpret these finding in terms of direction and intensity of 
attitudes. 
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4.21. Attitudes of Indian Male Versus Indian Female: 
The results are compiled in Table 1.1 below. 
Table 1.1 Attitudes of Indian Male Versus Indian Female Towards 
Advertising as Business Tool; 
Statement 
1 Advertising contributes very importantly to India's 
industrial prosperity 
The Indian public would be better of without advertising 
Advertising is O.K. for new products but for established 
products it is a waste of consumer's money 
I wish there were more advertising than there exists now 
Advertising is the most powerful tool in the hands of 
business companies to sell their products 
There is no need for stringent laws by the Government in 
regulating advertising. However, the advertisers should 
device code of conduct for themselves based on ethical 
Male 
3.96 
3.12 
2.90 
3.21 
3.70 
Mean Scores 
Female 
4.25 
3.32 
2.74 
3.02 
3.88 
"t" Value 
1.76 
1.04 
0.88 
1.09 
0.87 
3.40 3.38 
norms 
Large companies do not allow other smaller companies to 
grow or survive in the market 
2.08 2.58 
0.09 
2.76' 
a= Significant at 1% Level 
b = Significant at 5% Level 
The present era is passing through the complex and multiple competitions in all 
walks of life. A person's liking and disliking are generated, governed or regulated 
on the basis of his/her positive or negative attitudes towards any object or 
happenings amounting to acceptance or rejection. Advertising has greatly 
succeeded in capturing the minds of the youths as well of adults. It is on account 
of excessive advertising that members of the society formulate and change their 
attitudes in their life span. It has been observed that consumer goods are the 
bigger target for advertisement. At the same time full-page advertisements in the 
newspaper or magazines and their projection in T.V. hold great impact on the 
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No 
masses, which ultimately provide positive financial returns tcJi^ BeUraders and the 
producers. Thus, the role of advertising has been presented into 
Before detail analysis one can find out the positive or negative attitudes of the 
respondents by looking the mean scores. These scores may range between 1 and 5. 
As the scores move towards 5 we can say the attitudes are going towards positive 
side and those moving towards 1 the attitudes are going towards negative side on a 
specific statement. 
First statement has positive connotation, which says that advertising contributes to 
India's industrial prosperity. Indian male as well as female respondents have 
manifested their agreement towards the statement. However, Indian female 
respondents comparatively have higher degree of agreement (4.25) as compared to 
Indian male respondents (3.96). However, no significant differences in the 
attitudes among the Indian male and female respondents pertaining to this 
statement. 
Second statement is negatively worded i.e. Indian public would be better of 
without advertising. The mean score of Indian male and female respondents 
revealed that most of them were neutral in attitudes. However, Indian female 
respondents comparatively have exhibited slightly higher degree of positively 
(3.32) as compared to Indian males (3.12). There is no significant difference 
towards this statement. 
Third statement project negative connotation, "Advertising is O.K. for new 
products but for established products it is waste of money". Indian male and 
female have expressed their neutrality with respect to the statement. However, 
Indian male comparatively have exhibited higher degree of neutrality (2.90) as 
compared to Indian female subjects (2.74). 
Fourth statement holds positive approach, that more advertising is needed than 
there exists now. Indian male and female respondents have expressed more or less 
neutral attitude towards the statement. However. Indian male respondents 
comparatively have shown slightly positive attitudes (3.21) as compared to their 
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female counterparts (3.02). The difference of this statement has found to be 
statistically insignificant in attitudes. 
Fifth statement states that advertising is a powerful instrument in the hands of 
business companies to sell their goods. Indian male as well as female respondents 
have exhibited relatively high degree of agreement towards this statement. 
However, Indian female respondent comparatively have slightly higher degree of 
agreement (3.88) as compared to Indian male respondents (3.70). There are no 
significant differences in the attitudes. 
Sixth statement connotes positive feelings that "there is no need for stringent laws 
by the government in regulation advertising. However, the advertisers should 
device code of conduct for themselves based on ethical norms". Respondents have 
shown slightly positive attitudes with respect to this statement. There was no 
significant variation in the attitudes between the Indian male and female 
respondents pertaining to the statement. 
Seventh statement projects negative feelings that large companies do not allow 
smaller companies to grow or survive in the market. Indian male and female 
respondents have manifested their agreement towards this negative statement. 
However, Indian male respondents comparatively have projected slightly higher 
degree of negativity in their attitudes (2.08) as compared to their female 
counterparts (2.58). There is statistically significant variation in the attitudes 
between the Indian male and female respondents pertaining to the statement. Both 
male and female respondents exhibited negative attitudes towards this statement. 
4.22. Attitudes of Iranian Male Versus Iranian Female: 
The results are compiled in table 1.2 
Table (1.2) shows the mean score and corresponding 't" values of Iranian male 
and female respondents on the seven statements of advertising as business tool. 
After perusing these statements with regard to the two groups i.e. Iranian male and 
female, one can observe that in all seven statements no significant differences 
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were found between the two groups neither at 5% nor 1% level of significance .In 
terms of direction and intensity on attitudes on the seventh statements one may 
find perceptible differences. In these statements, the attitude ranges from positive 
to negative but in some of them both the groups have shown neutral attitudes. 
Table 1.2.Attitudes of Iranian Male Versus Iranian Female Towards Adverti-
sing as Business Tool: 
Statement Mean Scores 
Male Female "t" Value 
1. Advertising contributes very importantly to 
Iran's industrial prosperity 
2. The Iranian public would be better of without 
advertising 
3. Advertising is O.K. for new products but for 
established products it is a waste of consumer's 
money 
4. I wish there were more advertising than there 
exists now 
5. Advertising is the most powerful tool in the 
hands of business companies to sell their 
products 
6. There is no need for stringent laws by the 
government in regulating advertising. However, 
the advertisers should device code of conduct 
for themselves based on ethical norms 
7. Large companies do not allow other smaller 
companies to grow or survive in the market 
a= Significant at 1% Ixvel 
b = Significant at 5% Level 
3.38 
2.95 
2.62 
2.80 
3.51 
3.55 
2.04 
3.08 
2.92 
2.73 
2.95 
3.59 
3.61 
2.25 
1.44 
0.16 
0.6 
0.88 
0.47 
0.27 
1.35 
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On statement 2, 3 and 4 both male and female respondents have shown almost 
their neutral attitudes and 't" values also indicate that both the groups have same 
attitudes. Statement seven which is related with the power of the larger companies 
in allowing smaller companies to survive and grow, it seems that both groups feel 
this is true. They think that larger companies because of their financial growth do 
not allow smaller companies to grow and prosper. This perception of the 
respondents may be based either on their own experience or what they may hear 
or read from mass media. Another interesting finding is that majority of both 
Iranian male and female consumers do not think there is a need for laws to 
regulate advertising. One of the possible reasons may be that in Iran the amount 
and extend of advertising is much less as compared to developed countries. As far 
as statement number one is concerned, both groups have shown slightly positive 
attitudes. It means that substantial number of respondents from both the groups 
think that advertising is instrumental in the industrial prosperity of Iran. However, 
one can find that the attitudes of male respondents (3.38) are more positive than 
female respondents (3.08). The 't' value (1.44) also comes nearer to the 
significant level. One may surmise that male being more exposed to advertising 
and better knowledge of advertising than their female counterpart, it is possible 
that they may have exhibited slightly positive attitude. This is a good signal for 
advertisers and companies operating in Iran. In addition to this they also feel that 
advertising is a powerful tool in the hands of companies to sell their products. 
This means that they acknowledge the role of advertising in persuading the 
consumers in purchasing various products and services. 
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4.23. Attitudes of Indian Male Versus Iranian Male Respondents: 
The results are compiled in table 1.3. 
Table 1.3 Attitudes of Indian Male Versus Iranian Male Towards Advertising 
as Business Tool: 
Statement Mean Scores 
Indian Iranian ^^ t" Value 
3.96 
3.12 
1. Advertising contributes very importantly to 
India's/Iran's industrial prosperity 
2. The Indian/Iranian public would be better of 
without advertising 
3. Advertising is O.K. for new products but for 
established products it is a waste of consumer's 2.90 
money 
4. I wish there were more advertising than there 
exists now 
5. Advertising is the most powerful tool in the 
hands of business companies to sell their 
products 
6. There is no need for stringent laws by the 
government in regulating advertising. 
However, the advertisers should device code 
of conduct for themselves based on ethical 
norms 
7. Large companies do not allow other smaller 
companies to grow or survive in the market 
a= Significant at 1% L«ve) 
b = Significant at 5% Level 
3.21 
3.70 
3.40 
2.08 
3.38 
2.95 
2.64 
2.80 
3.51 
3.55 
2.04 
3.97' 
1.11 
1.73 
2.8^ 
1.18 
0.88 
0.29 
The table (1.3) shows the cross-country analysis of Indian male versus Iranian 
male on the same seven statements related to advertising as a business tool. 
Observing this table one may notice the statistically significant differences 
between Indian and Iranian male respondents in two statements i.e. statement 
number one and four. In case of statement number one both the groups have 
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showK positive attitudes but Indians hold more positive attitudes (3.96) as 
compared to Iranian respondents (3.38). This indicates that people in India 
particularly male consider advertising's role in the industrial prosperity. 
This may be because that in India the profession of advertising has developed 
since a long time and people in India are exposed to advertising for a longer 
duration of time than people in Iran. Another important point that can be discern 
from this table is that by and large Indian have exhibited positive attitudes on all 
the statements vis-a-vis their Iranian counterparts. Another statement on which 
statistically significant differences were found is the statement number four. In 
this statement the opinion was sought in terms of surfeit of advertising in which 
Indian male respondents are more in agreement. Generally it is believed that 
people are too much exposed to advertising in their daily lives and therefore the 
amount of advertising in the various mass media has to be curtailed. Interestingly, 
male respondents from both the countries do not think so and majority of them 
consider that there is no harm if more advertising is done through mass media. So 
the general criticism that there is surfeit of advertising is not tenable in the eyes of 
general male population from India and Iran. However, Indian males exhibited 
more positive attitudes and were found to be significant. Our hypothesis that 
Indian and Iranian male hold the same attitudes has not been proved. 
4.24. Attitudes of Indian Female Versus Iranian Female Respondents: 
The results are compiled in table 1.4. 
Next researcher analyzes the attitudes of female respondents from India and Iran. 
There are socio-economic and religious differences between India and Iran, these 
differences may be more pronounced in case of female population. Firstly, India is 
a multilingual and multi-religion country' as compared to Iran, which is 
predominantly an Islamic state and very small percentage of population, follow 
other religions. Secondly, people in India speak different languages, where as 
Persian is the only language in Iran which is spoken by almost ail Iranian people. 
In terms of education and employment there are considerable differences. 
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Table 1.4 Attitudes of Indian Female Versus Iranian Female Towards 
Advertising as Business Tool; 
Statement Mean Scores 
Indian Iranian '*t^  Value 
1. Advertising contributes very importantly to 
India's/Iran's industrial prosperity 
2. The Indian/Iranian public would be better of 
without advertising 
3. Advertising is O.K. for new products but for 
established products it is a waste of 
consumer's money 
4. I wish there were more advertising than 
there exists now 
5. Advertising is the most powerful tool in the 
hands of business companies to sell their 
products 
6. There is no need for stringent laws by the 
government in regulating advertising. 
However, the advertisers should device code 
of conduct for themselves based on ethical 
norms 
7. Large companies do not allow other smaller 
companies to grow or survive in the market 
4.25 
3.32 
2.74 
3.01 
3.88 
3.38 
2.58 
a= Significant at 1% Level 
b = Significant at 5% Level 
3.08 
2.92 
2.73 
2.95 
3.59 
3.61 
2.25 
5.31' 
1.93 
0.07 
0.29 
1.47 
1.05 
.52 
These differences may influence the attitudes with respect to different facets of 
advertising. When these are compiled and presented in table (1.4) we notice some 
surprises. The first surprise is related to first statement with its statistically 
significant differences, which highlights the role of advertising in a country's 
prosperity, Indian women found to have highly positive attitudes (4.25) whereas 
Iranian women attitude ranges from neutral to slightly positive (3.08). This has 
been confirmed by 't'" value which is statistically significant at 1%. In second 
statement i.e. " Indian/Iranian public would be better without advertisint;" also we 
have found some differences but it is insignificant between these two groups. In 
fact, Indian women found to be more positive than their Iranian counterparts. 
Another important finding that can be discerned is that both Indian and Iranian 
females think advertising as a powerful business tool. Finally in aggregate terms 
Indian women have exhibited positive attitudes than Iranian women. 
4.25. Attitudes of Indian Respondents Versus Iranian Respondents: 
The results are compiled in table 1.5. 
Table 1.5 Attitudes of Indian /Iranian Respondents Towards Advertising as 
Business Tool: 
Statement Mean Scores 
Indian Iranian H^" Value 
1. Advertising contributes very importantly to 
India's/Iran's industrial prosperity 
2. The Indian/Iranian public would be better of 
without advertising 
3. Advertising is O.K. for new products but for 
established products it is a waste of consumer's 
money 
4. I wish there were more advertising than there 
exists now 
5. Advertising is the most powerful tool in the 
hands of business companies to sell their 
products 
6. There is no need for stringent laws by the 
government in regulating advertising. However, 
the advertisers should device code of conduct 
for themselves based on ethical norms 
7. Large companies do not allow other smaller 
companies to grow or survive in the market 
4.06 
3.19 
2.85 
3.15 
3.76 
3.40 
2.23 
3.28 
2.94 
2.67 
2.85 
3.54 
3.57 
2.11 
6.34^ 
1.48 
2.47' 
1.77 
.31 
.02 
a= Significant at 1% Level 
b = Significant at 5% Level 
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In the final table (table 1.5) under "advertising as business tool" dimension, the 
researcher compiled the attitudes of Indian and Iranian consumers in general. In 
this table we have found more statistically significant differences than any other 
tables in this category. In this table the cross-cultural differences were found to be 
more pronounced. On statements number one, two and four, Indians have shown 
more positive attitudes than their Iranian counterparts, which it causes statistically 
significant differences. The positivity was found to be highest in the first 
statement with 't" value of (6.34), than statement number four with 't" value of 
(2.47), and in last statement number two with 't" value of (2.00) .In case of 
remaining statements we can not find any other differences at 1% or 5% level of 
significant. After perusing this table one may say with some confidence that in 
most the cases Indian hold positive attitude on various aspects of this dimension 
i.e. advertising as business tool when it is compared with the attitudes of Iranian 
people in general. The researcher tried to come out with the plausible reasons for 
this difference in attitude, but not sure whether they reflect the reality or not .One 
possible reason is that advertising in Iran is still in its positive stage whereas 
Indian advertising has already come of age. In fact, mass media vehicles in India 
are developed long back and people are exposed to advertising for a considerable 
period of time while with Iran this case was not applicable. During the British 
ruled in India they have developed a number of institutions including mass media 
advertising. These may be some of the possible reason, which may be responsible 
for positive attitudes of Indian than Iranian people towards this facet. 
4.3. ADVERTISING AND INFORMATION: 
In a competitive business environment consumers do not have complete 
information and therefore they seek information from various sources including 
advertising. Thus, as an important business and promotion tool advertisings main 
role is supposed to provide judicious information about the product, company and 
competitive brands to the target market. Advertising hence has proved to be more 
efficient, and less costly source of information than any other information sources 
controlled by the marketers. Khan, Azam and Mahmood (1992) in their article 
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analyzed the Indian advertisements in terms of number of ^ information cues 
provided in the advertisements to the audience. They found that in the midst of 
advertisements there was at least one informational cue that was available to the 
target market. They also found that in several advertisements more than one 
informational cue was provided. In the present era of competition, undoubtedly 
Indian as well as Iranian companies because of intense competition are giving 
more importance to the provision of information to the target market in order to 
persuade them effectively. Therefore, in order to measure the attitude of the 
respondents on this aspect, five statements prepared which reflect direct facets of 
informative function of advertising. The tone of most of the statements is 
negative. Therefore whoever disagrees with the statement will be considered 
having positive attitude towards the informative role of advertising. In first 
statement, which says, "advertising merely increases the prices of the products 
which people have to pay without giving them any useful product/brand 
information", generally it is criticized that by resorting to heavy advertising the 
cost of product is increased considerably and this addition in cost is transferred to 
the consumers by charging high price. The additional cost the consumer pays 
does not compensate the additional information the audience receives through 
advertising. Five statements framed here reflect this dimension of advertising. Out 
of the five statements, four of them were negatively phrased but in case of 
statement number four, one can find positively connotation. However, this does 
not make any difference as scoring pattern taking this factor into consideration. As 
per the pattern of analysis explained at the beginning to the chapter, five tables 
(2.1) to (2.5) were prepared. 
431. Attitudes of Indian Male Versus Indian Female: ( 
The results are compiled in table 2.1. 
Table (2.1) shows the results of Indian respondents in terms of gender. Except for 
statement number three, which states that "majority of advertisements today give 
false or misleading information" no other differences were found to be statistically 
significant between Indian male and female respondents. On statements number I, 
2. 3, and 5, both the groups have exhibited almost negative attitudes. It is only in 
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case of statement number four which they have shown positive attitudes. From 
this, one may conclude that, despite some misinformation and sometimes 
misleading or false information provided by the advertisements, people in India 
are also agreed with the negative role of advertisements towards consumers. 
Table 2.1 Attitudes of Indian Male Versus Indian Female Towards Adverti-
sing and Information: 
Statement Mean Scores 
S.No. Male Female "t" Value 
Advertising merely increases the prices of the 
products which people have to pay without giving 
them any usefiil information. 
Advertising does not inform the public and is not 
worth its cost 
Majority of advertisements today give false or 
misleading information. 
Advertising helps people in learning about the 
different product characteristics and this enables 
them to choose the right brand with the right 
quality. 
Often advertisements give incomplete information, 
half-truths, and are deceptive in nature. 
2.76 
2.86 
2.84 
2.94 
2.64 
2.43 
0.95 
1.15 
2.39' 
3.69 3.89 1.04 
2.67 2.77 0.54 
a= Significant at 1% Level 
b = Significant at 5% l^vel 
432. Attitudes of Iranian Male Versus Iranian Female: 
The results are compiled in table 2.2. 
When Iranian male and female respondents are compared on the five statements of 
advertising informative role (table 2.2). In most the cases we can notice that both 
the groups of Iranian male and female having the same attitudes which is almost 
negative in approach. 
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Table 2.2 Attitudes of Iranian Male Versus Iranian Female Towards 
Advertising and Information; 
S.No. 
Statement Mean Scores 
Male Female "t" Value 
2.93 
3.09 
2.62 
2.79 
3.21 3.58 
0.3 
1.7 
1.71 
Advertising merely increases the prices of the 
products which people have to pay without giving 2.46 2.41 
them any useful information. 
Advertising does not inform the public and is not 
worth its cost 
Majority of advertisements today give false or 
misleading information. 
Advertising helps people in learning about the 
different product characteristics and this enables 
them to choose the right brand with the right 
quality. 
Often advertisements give incomplete information, 
half-truths, and are deceptive in nature. 2.80 2.74 
1.88 
0.3 
a= Significant at 1% Level 
b = Significant at 5% Level 
It is only on statement number four that we can find the positive attitudes between 
both the groups. This table shows that both the genders are having mostly neutral 
attitudes with their negative approach towards the statements. At the same time 
they also feel that advertisements apart from providing pertinent product 
information also sometimes give incomplete and false information. Iranian women 
consider advertising helps them to choose the right brand with right quality. 
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433. Attitudes of Indian Male Versus Iranian Male Respondents: 
The results are compiled in table 2.3 
Table 2.3 Attitudes of Indian Male Versus Iranian Male Towards Advertising 
and Information: 
Statement Mean Scores 
S.No. Indian Iranian "t" Value 
Advertising merely increases the prices of the 
products which people have to pay without giving 
them any useful information. 
Advertising does not inform the public and is not 
worth its cost 
Majority of advertisements today give false or 
misleading information. 
Advertising helps people in learning about the 
different product characteristics and this enables 
them to choose the right brand with the right 
quality. 
Often advertisements give incomplete information, 
half-truths, and are deceptive in nature. 
2.76 
2.86 
2.84 
2.46 
2.93 
3.09 
2.02' 
0.43 
1.76 
3.69 3.21 3.06' 
2.67 2.80 0.86 
a= Significant at 1% Level 
b = Significant at 5% Level 
Table (2.3) shows the attitude of Indian and Iranian male for the five statements of 
advertising informative role. Perusing this table one can find statistically 
significant differences on two statements i.e. statements number one and four 
between Iranian and Indian male respondents. In case of statement number one 
Indian has shown neutral attitudes but Iranian male's attitude was tilting towards 
somewhat negative side. On statement number four, Indian was found to be more 
positive than their Iranian counterparts. In fact few Iranian male respondents 
consider advertising's positive role, they are mostly carrying neutral attitudes 
towards theses statements. As far as statement number four is concerned which 
states that advertising provide product information to the consumers so that they 
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may take right product choice, Indian male are more in agreement than their 
Iranian male respondents counterparts. This may be because of low profile 
advertising in Iran. On the remaining four statements no significant differences 
were found between the two groups, and both the groups have shown more or less 
neutral attitudes. 
434. Attitudes of Indian Female Versus Iranian Female Respondents: 
The results are compiled in table 2.4. 
Table 2.4 Attitudes of Indian Female Versus Iranian Female Towards 
Advertising and Information: 
Statement Mean Scores 
S.No. Indian Iranian "t" Value 
1. Advertising merely increases the prices of the 
products which people have to pay without giving 2.94 2,41 3.02* 
them any useful information, 
2. Advertising does not inform the public and is not 
2.64 2.62 0.07 
worth its cost 
3. Majority of advertisements today give false or 
2.43 2.79 1.66 
misleading information. 
4. Advertising helps people in learning about the 
different product characteristics and this enables 
3.89 3.58 1.44 
them to choose the right brand with the right 
quality. 
5. Often advertisements give incomplete information, 
2.77 2.74 0.13 
half-truths, and are deceptive in nature 
a= Significant at 1% Level 
b = Significant at 5% Level 
Table (2.4) depicts the mean scores of temale respondents from both the countries. 
One may find that out of five statements the statistically significant differences 
were found in first statement, which says, "advertising merely increases the prices 
of the products without giving them any useful information". In most of the cases 
Indian female as well as Iranian female have negative approach towards these 
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statements. By perusing the table one may also find that both the groups are more 
or less unanimous with their negative approach as far as advertising role in 
providing the product information is concerned. In statement number four both the 
groups have exhibited positive attitudes towards this facet of advertising. 
4.35. Attitudes of Indian Respondents Versus Iranian Respondents: 
The results are compiled in table 2.5. 
Table 2.5 Attitudes of Indian /Iranian Respondents Towards Advertising and 
Information; 
Statement Mean Scores 
S.No. Indian Iranian "t" Value 
1. Advertising merely increases the prices of the 
products which people have to pay without giving 2.82 2.45 3.28^ 
them any useful information. 
2. Advertising does not inform the public and is not 
2.79 2.83 0.32 
worth its cost 
3. Majority of advertisements today give false or 
2.71 2.99 2.39 
misleading information. 
4. Advertising helps people in learning about the 
different product characteristics and this enables 3.76 3.35 3.26' 
them to choose the right brand with the right quality. 
5. Often advertisements give incomplete information, 
2.71 2.78 0.6 
half-truths, and are deceptive in nature. 
a= Significant at 1% Level 
b = Significant at 5% Level 
Finally, in this table (2.5) we compared the Indian and Iranian respondents in 
aggregate terms. On three statements i.e. 1. 3, and 4 the statistically significant 
differences were found. On statement number four Indian have shown more 
positive attitudes as compared to their Iranian counterparts. In most of the 
statements, the results indicate that neither of the groups had positive feeling nor 
were they negatively inclined towards this facet of advertising. 
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4.4. ADVERTISING AND MATERIALISM: 
One of the social criticisms against advertising is concerned with the so-called 
encouragement to materialistic comforts by advertisements. People blame that 
there is a link between advertising and materialism. Different persons have 
described materialism in different ways, but in essence it means the desire to 
obtain tangible goods and to give undue importance to material interests (Wright, 
Winter and Zeigler 1989; Aaker, Batra and Myers, 2000). 
Many intellectuals consider the abundance of this trait among people to be 
undesirable and argue that people should be interested in fine things of life such as 
music, poetry, painting etc. Instead of owning material comforts in the form of 
luxury goods. Advertising is accused because it is used to promote products that 
satisfy the materialistic requirements of the consumers, and thus is indirectly 
responsible in promoting materialism. Another dimension of this criticism is that 
advertising increases the expectations of the people through its appeal towards the 
acquisition of things, which will gratify the people's basic and inner needs and 
aspirations. 
Bauer and Greyser (1968) argue that, advertising being primarily the chief means 
of communication tries to persuade the people through various reasons for which 
they might want to acquire material objects and as these reasons are within the 
cultural norms, advertising can not be prevented from appealing to such reasons. 
Some thinkers hold that advertising portrays vision of good life to stimulate 
consumption behaviour. It is a fact that commercial messages portray materialism 
as a '"value'', we live in a materialistic culture and materialism encourages 
customers to buy and consume. Materialism leads to the idea that more is better. A 
desire for "more" means increased sales, so advertisers often incorporate 
materialistic appeals in their messages. It is true that products promoted through 
advertising are a part of our culture and thus in some way contribute to 
materialism. However, directly linking advertising with fostering materialism is 
stretching a point too far and it is almost impossible to prove or disprove this 
presumed causal relationship. Though advertising has the potential to persuade the 
92 
consumers yet it does not have the power to dominate other forces (family, 
religion, literature etc.) that largely shape the values in a society. Keeping in mind 
of the different dimensions of this criticism i.e. "advertising and materialism", six 
statements were administered to the respondents for measuring their attitudes. 
Except for statement number 2, all the statements were framed in negative 
connotations. The mean scores and V value have been reported from tables (3.1) 
to (3.5) for the five groups to indicate significant and insignificant differences. 
4.41. Attitudes of Indian Male Versus Indian Female: 
The results are compiled in table 3.1 
Table (3.1) shows the results of Indian respondents in terms of gender. Both male 
and female respondents exhibited more or less neutral attitude on statements 1, 3 
and 6, however they have shown positive attitudes on statements number 2 and 4. 
As far as the statement number five is concerned both Indian male and female 
respondents are of the opinion that "advertising encourages gross materialism" 
they are almost agree towards this statement which is negative in nature so that 
they have also shown the same negative approach towards this statement. There is 
a positive sign that both male and female respondent in India consider that 
sometimes advertising encourages people to work hard so that they can afford to 
purchase more and more goods and enjoy the good things in life. On statement 
number four we can notice that both male and female respondent are not agree 
with the statement that "advertising creates desires and wants among those who 
are exposed to it" they are of the opinion that advertising always is not creating 
desire and wants. Finally they almost believe that advertising is not so bad as far 
as creating some amount of materialistic comforts. 
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Table 3.1 Attitudes of Indian Male Versus Indian Female Towards 
Advertising and Materialism: 
S.No. Statement Mean Scores 
Male Female "t" Value 
3.66 
2.28 
2.88 
3.50 
2.68 
2.71 
0.93 
1.95 
0.88 
1. Advertising persuades people to buy products and 
^ ^ ^ 2.71 2.86 0.79 
services that they should not buy. 
2. Advertising encourages people to work hard so 
that they can afford to purchase more and more 3.30 3.19 0.57 
goods and thus enjoy the life. 
3. For too many people advertisements create needs 
2.78 2.89 0.58 
but do not fulfill them perfectly. 
4. Advertising creates desires and wants among those 
who are exposed to it. 
5. Advertising encour^es gross materialism 
6. Advertising is one of the major causes of inflation 
in the world in general and India in particular. 
a = Significant at \% Level 
b = Significant at 5% Level 
4.42. Attitudes of Iranian Male Versus Iranian Female: 
In the table (3.2) we have compiled the responses of Iranian male and female 
respondents towards the criticism that advertising leads to materialism .Out of the 
six statements under this category, one may find that only in case of statement 
number three, statistically significant differences was found. Both male and 
female respondents think that advertisements are in a position to fulfill the needs 
by making available the desired products to the people; however, male 
respondents have shown more positive attitudes than the female respondents. 
Another important point one can find that both male and female Iranian do not 
consider advertising as a major cause of inflation in the world in general and Iran 
in particular. It means these respondents do not link advertising with inflation as 
popularly believed by many economists and criticized. They also do not consider 
that advertising encourages gross materialism. On statements number one, two 
and four both the respondents are more or less neutral. 
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Table 3.2 Attitudes of Iranuin Mah Versus Iranian Female Towards 
Advertising and Materialism; 
S.No. Statement Mean Scores 
Male Female "t" Value 
4.12 
2.58 
3.72 
4.18 
3.71 
2.50 
3.47 
4.11 
2.49" 
0.43 
1.34 
0.47 
1. Advertising persuades people to buy products and 
2.ol Z."Z v.j" 
services that they should not buy. 
2. Advertising encourages people to work hard so 
that they can afford to purchase more and more 2.74 2.97 1.15 
goods and thus enjoy the life, 
3. For too many people advertisements create needs 
but do not fulfill them perfectly. 
4. Advertising creates desires and wants among those 
who are exposed to it. 
5. Advertising encourages gross materialism 
6. Advertising is one of the major causes of inflation 
in the world in general and Iran in particular. 
a = Significant at J% LeveJ 
b = Significant at 5% Level 
4.43. Attitudes of Indian Male Versus Iranian Male Respondents: 
Table (3.3) shows the cross-country analysis in terms of Indian and Iranian male 
respondents for the six statements pertaining to the link between advertising and 
materialism. Table (3.3) shows interesting results in terms of attitudes of these two 
groups of respondents. Perusing this table one can find statistically significant 
differences in statements number 2, 3,4,5 and 6. In most of the statements Indian 
male respondents have expressed their neutral attitudes .In case of statement 
number two, Indian male have shown more positive attitudes than their Iranian 
counterparts. The same thing we find in case of statement number four, in this 
statement Indian male have exhibited positive attitudes towards their Iranian male 
counterparts. On statement number four Indian have exhibited their disagreement. 
This indicates that almost Iranian male do feel that advertising is instrumental in 
creation desires among people who are exposed to it. On three statements i.e. 
statements number three, five and six Iranian respondents have shown more 
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positivity and this positive attitude was found to be highly significant. In India 
people particularly males think that advertising to a great extent is responsible for 
inflation whereas Iranian respondents do not think so. 
Table 33 Attitudes of Indian Male Versus Iranian Male Towards Advertising 
and Materialism: 
S.No. Statement Mean Scores 
Indian Iranian "t" Value 
1. Advertising persuades people to buy products and 
2.71 /.ol 0.72 
services that they should not buy. 
2. Advertising encourages people to work hard so 
that they can afford to purchase more and more 3.30 2.74 3.64^ 
goods and thus enjoy the life. 
3. For too many people advertisements create needs 
2.78 4.12 9.21" 
but do not fulfill them perfectly. 
4. Advertising creates desires and wants among those 
3.66 2.58 7.38' 
who are exposed to it. 
5. Advertising encourages gross materialism 2.28 3.72 10.44* 
6. Advertising is one of the major causes of inflation 
in the world in general and India/Iran in particular. 2.88 4.18 9.27 * 
a = Significant at 1% Level 
b = Significant at 5% Level 
4.44. Attitudes of Indian Female Versus Iranian Female Respondents: 
The results are compiled in table 3.4 
In table (3.4) we measure the attitudes of Indian and Iranian female respondents 
on the same six statements related to advertising role in various aspects of 
materialism. One tnay find the statistically significant differences in the attitudes 
on four statements i.e. 3, 4, 5 and 6. Here also we can notice that only on two 
statements i.e. one and two the attitudes were found to be more or less same. 
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Iranian female respondents exhibited more positivity in case of statements number 
three, five and six and only on statement number four they have shown negativity. 
Table 3.4 Attitudes of Indian Female Versus Iranian Female Towards 
Advertising and Materialism: 
S.No. Statement Mean Scores 
Indian Iranian "t" Value 
1. Advertising persuades people to buy products and 
2.86 2.92 0.26 
services that they should not buy. 
2. Advertising encourages people to woric hard so 
that they can afford to purchase more and more 3.19 2.97 0.96 
goods and thus enjoy the life. 
3. For too many people advertisements create needs 
2.89 3.71 3.86' 
but do not fulfill them perfectly. 
4. Advertising creates desires and wants among those 
3.50 2.50 5.1 r 
who are exposed to it. 
5. Advertising encourages gross materialism 2 5« 3 47 3.80' 
6. Advertising is one of the major causes of inflation 
in the world in general and India/Iran in particular. 
2.71 4.11 7.10' 
a = Significant at 1% Level 
b = Significant at 5% Level 
4.45. Attitudes of Indian Respondents Versus Iranian Respondents: 
The results are compiled in table 3.5 
When Indian and Iranian respondents without gender were taking into 
consideration we have found the statistically significant differences on all the 
statements except for statement number one .The mean scores and 't" values are 
arranged in table (3.5) with respect to Indian and Iranian respondents. Here also 
findings are consistent to what one has found in latest tables i.e. (3.3) and (3.4). 
Indian have shown more positive attitudes on statements two, and four and 
negative attitudes on statements three, five and six. One interesting finding is that 
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Iranian respondents irrespective of gender do not consider advertising, as a major 
source of inflation whereas majority of Indian respondents male and female think 
advertising is responsible to a great extent for the inflation prevailing in the 
country. Another finding from this table we can draw is that Iranian respondents 
do not consider advertising is responsible for gross materialism. This finding is in 
consonant with the finding on statement six. Indian respondents, on the other 
hand, feel that advertising is responsible both for inflation as well as it encourages 
gross materialism. The only silver living in the case of Indian respondents is that 
they acknowledge the role of advertising in encouraging people to work hard and 
the role of advertising in the creation of desires. Both these things may lead to go 
for material comforts and the certain extent encourages materialism. In the end, 
after analyzing this category one may say that Indian respondents to some extent 
consider advertising role in some aspects related to materialism whereas Iranian 
respondents are less concerned in this regard. 
Table 3.5 Attitudes of Indian /Iranian Respondents Towards Advertising and 
Materialism: 
S.No. Statement Mean Scores 
Indian Iranian "t" Value 
1. Advertising persuades people to buy products and 
2.76 2.85 0.73 
services that they should not buy. 
2. Advertising encourages people to work hard so 
that they can afford to purchase more and more 3.26 2.82 3.48'' 
goods and thus enjoy the life. 
3. For too many people advertisements create needs 
2.82 3.76 7.36' 
but do not fulfill them perfectly. 
4. Advertising creates desires and wants among those 
who are exposed to it. 
5. Advertising encourages gross materialism 
6. Advertising is one of the major causes of inflation 
in the world in general and Jndia/Iran in particular. 
a = Significant at 1% Level 
b = Si"nitlcant at 5% Level 
3.62 
2.38 
2.83 
2.56 
3.4 
4.06 
9.12" 
8.05'* 
10.37=' 
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4^. ADVERTISING INFLUENCES ON ADULTS AND CHILDREN: 
Sociologists, hold that advertising because of its pervasive nature and facility of 
repeating the massage over different mass media vehicle, can influence the life 
styles of people and their behaviour. At the same time many have expressed their 
fear that the freedom of people, in a free society, to make decisions of various 
kinds, including the freedom to select a particular brand would be circumscribed 
by the power of advertising. They feel that advertising is so effective that it can 
manipulate a buyer into making a decision against his or her will or at least 
against his or her best interests in allocating higher her financial resources. 
Communicating the factual information about brand's primary functions is usually 
accepted as being of value to the consumer. However, when advertising utilizes 
appeals to go beyond "reason why" the charge of manipulation via emotional 
appeals is raised. This section of inquiry deals with the attitudes of the 
respondents towards this power of advertising in influencing their behaviour. In 
order to encompass this facet of advertising the researcher has framed seven 
statements so that the attitudes of Indian and Iranian respondents can be measured. 
These statements relates to the following: 
i) Whether people after exposing to advertising get influenced by it or not, ii) 
whether people believe what is given in the advertisements or not, iii) while trying 
to persuade the people it insults the intelligence of people or not, iv) whether 
advertising appeals to the reason or tries to exploit them emotionally, v) whether 
they are harmful on moral grounds, in terms of depicting vulgarity, vi) what 
impact, negative or positive advertising creates on the minds of the children, and 
vii) whether parents are helpless in yielding to the demands of children who are 
exposed to advertising. Keeping the same pattern of analysis described earlier in 
this chapter the researcher analyzed this dimension of advertising on five groups 
of respondents as done earlier. All the seven statements were framed to be 
negative in connotations. 
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4.51. Attitudes of Indian Male Versus Indian Female: 
The results are compiled in table 4.1 
Table 4.1 Attitudes of Indian Male Versus Indian Female Towards 
Advertising Influences on Adults and Children: 
Statement Mean Scores 
S.No Male Female "f'Value 
1. People do read/see/hear the advertisements, but 
2.86 2.86 0 
generally they do not get influenced by them. 
2. Generally, there is a tendency on the part of the people 
not to believe what is said in most of the 2.73 2.52 1.15 
advertisements. 
3. In general, advertisements are basically created to 
persuade people to purchase goods and services but it 2.65 2.85 1.06 
also insults their intelligence in a subtle way. 
4. Today, advertising does not appeal to reason but to 
emotions and tries to sell the products and services to 2.48 2.70 1.15 
the consumers by exploiting them emotionally. 
5. On moral grounds advertisements are harmful. They 
breed vulgarity, hypothesize the imagination and the 2.71 2.89 1.02 
will of the people. 
6. Advertising creates negative impact on the minds of 
2.53 2.65 0.61 
the children. 
7. Today, advertising has invaded on the judgment of 
children and influences them in such a way that their 2.73 2.98 1.33 
parents are helpless in yielding to their demands. 
a = Significant at 1% Level 
b = Significant at 5% Level 
Table (4.1) shows the results obtained by measuring the attitudes of Indian male 
and female respondents towards advertising influences on adults and children. By 
pemsing this table first we can see that on the seven statements no statistically 
significant differences were found between both the groups of respondents. This 
meant that more or less both the groups hold the same attitudes regarding the 
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advertising presumed influence. Secondly, on all the statements both the groups 
have exhibited more or less neutral attitudes. This indicates that same people 
sometimes may consider advertising's harmful effects and sometimes do not. So 
advertising influences them but they use their own judgments as far as accepting 
the harmful effects of advertising. 
4.52. Attitudes of Iranian Male Versus Iranian Female: 
Table 4.2 Attitudes of Iranian Male Versus Iranian Female Towards 
Advertising Influences on Adults and Children; 
Statement Mean Scores 
S.No Male Female "t" Value 
1. People do read/see/hear the advertisements, but 
3.42 3.29 0.63 
generally they do get influenced them. 
2. Generally, there is a tendency on the part of the people 
not to believe what is said in most of the 3.25 3.50 1.24 
advertisements. 
3. In general, advertisements are basically created to 
persuade people to purchase goods and services but it 3.73 3.88 0.81 
also insults their intelligence in a subtle way. 
4. Today, advertising does not appeal to reason but to 
emotions and tries to sell the products and services to 3.45 3.10 1.87 
the consumers by exploiting them emotionally. 
5. On moral grounds advertisements are harmful. They 
breed vulgarity, hypothesize the imagination and the 3.50 3.65 0.79 
will of the people. 
6. Advertising creates negative impact on the minds of 
3.36 3.20 0.84 
the children. 
7. Today, advertising has invaded on the judgment of 
children and influences them in such a way that their j yr. y r^ ^ ^ 
parents are helpless in yielding to their demands. 
a = Significant at 1 % Level 
b =^  Significant at 5% Level 
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When the responses on this dimension of advertising are arranged, taking male 
respondents and female respondents from Iran, we find the situation is somewhat 
different. These responses are shown in table (4.2) in terms of mean scores and 't" 
values. Examining this table we find no statistically significant differences on any 
statements. We can easily conclude that in all the cases in this category one may 
find insignificant differences. Here, male respondents almost were found to be 
more positive than their female counterparts. One may find that both Iranian male 
and female respondents almost have shown their degree of disagreement towards 
negative influences of advertising with compare to their Indian counterparts with 
their agreement (see table 4.1). On all the statements one can notice that both the 
groups of Iranian are of the opinion that advertising do not influence them 
negatively. They may be neutral on statement number four which states, 
"advertising does not appeal to reason but to emotions" but they are quite 
disagreed with the statement number five which it says "on moral grounds 
advertisements are harmful". As far as yielding to the pressures of children is 
concerned, Iranian respondents have shown almost neutral attitudes. This means 
some of them do yield and some of them do not yield to the pressures of children. 
4.53. Attitudes of Indian Male Versus Iranian Male Respondents: 
The results are compiled in table 4.3. 
In this table (4.3) the data has been arranged in terms of Indian and Iranian male 
respondents towards advertising influences on adults and children. A cursorily 
glance of this table shows that there is considerable differences as far as attitudes 
of Indian and Iranian male respondents are concerned. Out of seven statements 
under this category i.e. influence of advertising on adults and children, on six 
statements the researcher has found statistically significant differences in their 
attitudes. These differences have shown on statements number 1.2,3,4,5 and 6 .On 
these six statements the Iranian male respondents have shown positive attitudes as 
compare to their Indian male counterparts with their almost negative or neutral 
attitudes. This shows that Iranian male respondents are more influenced by the 
advertisements to which they are exposed. This may be due to the fact that the 
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Iranian respondents may expose to the advertising less frequently or they may 
think advertisement may provide the factual information about the product and 
services. Further research in this area may provide us the real reasons of Iranian 
positive attitudes towards advertisement's influence role. 
Table 4.3 Attitudes of Indian Male Versus Iranian Male Towards Advertising 
Influences on Adults and Children: 
S.No 
Statement Mean Scores 
India Iranian "t" Value 
People do read/see/hear the advertisements, but 
2.86 3.42 3.59^ 
generally they do not get influenced by them. 
2. Generally, there is a tendency on the part of the 
people not to believe what is said in most of the 2.73 3.25 3.21" 
advertisements. 
3. In general, advertisements are basically created to 
persuade people to purchase goods and services 2.65 3.73 7.3^ 
but it also insults their intelligence in a subtle way. 
4. Today, advertising does not appeal to reason but to 
emotions and tries to sell the products and services 2.48 3.45 6.42 ^ 
to the consumers by exploiting them emotionally. 
5. On moral grounds advertisements are harmful. 
They breed vulgarity, hypothesize the imagination 2.71 3.50 5.39'' 
and the will of the people. 
6. Advertising creates negative impact on the minds 
of the children. 
7. Today, advertising has invaded on the judgment of 
children and influences them in such a way that 
their parents are helpless in yielding to their 
demands. 
a = Significant at 1% Level 
b = Significant at 5% Level 
2.53 3.36 5.25^ 
2.73 2.60 0.81 
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4.54. Attitudes of Indian Female Versus Iranian Female Respondents: 
In table (4.4) when the attitudes of Indian and Iranian female respondents are 
compared on the same seven statements, we have found that on all the seven 
statements the Iranian female respondents were found to be positive with compare 
to their Indian female counterparts. The statistically significant differences were 
found on statements number 2, 3, 5 and 6. One can offer the similar explanation as 
given in case of Iranian female respondents in earlier. 
Table 4.4 Attitudes of Indian Female Versus Iranian Female Towards 
Advertising Influences on Adults and Children; 
Statement Mean Scores 
S.No Indian Iranian "t" Value 
1. People do read/see/hear the advertisements, but 
2.86 3.29 1.95 
generally they do not get influenced by them. 
2. Generally, there is a tendency on the part of the people 
2.52 3.50 4.48^ 
not to believe what is said in most of the advertisements. 
3. In general, advertisements are basically created to 
persuade people to purchase goods and services but it 2.85 3.88 4.95^ 
also insults their intelligence in a subtle way. 
4. Today, advertising does not appeal to reason but to 
emotions and tries to sell the products and services to 2.70 3.10 1.86 
the consumers by exploiting them emotionally. 
5. On moral grounds advertisements are harmful. They 
breed vulgarity, hypothesize the imagination and the 2.89 3.65 3.34^ 
will of the people. 
6. Advertising creates negative impact on the minds of the 
2.65 3.20 2.43'' 
children. 
7. Today, advertising has invaded on the judgment of 
children and influences them in such a way that their ^^  no 7 50 1 85 
parents are helpless in yielding to their demands. 
a = Significant at 1% Level 
b = Significant at 5% Level 
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4.55. Attitudes of Indian Respondents Versus Iranian Respondents: 
The results are compiled in table 4,5 
Table 4.5 Attitudes of Indian/ Iranian Respondents Towards Advertising 
Influences on Adults and Children; 
Statement Mean Scores 
S.No Indian Iranian "t" Value 
1. People do read/see/hear the advertisements, but 
2.86 3.38 4.07' 
generally they do not get influenced by them. 
2. Generally, there is a tendency on the part of the 
people not to believe what is said in most of the 2.66 3.34 5.17' 
advertisements. 
3. In general, advertisements are basically created to 
persuade people to purchase goods and services but it 2.72 3.78 8.82' 
also insults their intelligence in a subtle way. 
4. Today, advertising does not appeal to reason but to 
emotions and tries to sell the products and services to 2.56 3.33 6.26' 
the consumers by exploiting them emotionally. 
5. On moral grounds advertisements are harmful. They 
breed vulgarity, hypothesize the imagination and the 2.77 3.55 6.31 ^ 
will of the people. 
6. Advertising creates negative impact on the minds of 
2.57 3.31 5.69' 
the children. 
7. Today, advertising has invaded on the judgment of 
children and influences them in such a way that their 2.82 2.59 1.72 
parents are helpless in yielding to their demands. a = Significant at 1% Level 
b = Significant at 5% Level 
Table (4.5) shows the mean scores and the 't" values of Indian and Iranian 
respondents in aggregate terms. From this table one can clearly draw the 
conclusion that irrespective of gender those Iranian respondents have shown clear 
positive attitudes on six statements on these category vis-a-vis Indian respondents. 
Only in case of seventh statement, we can find insignificant differences; one may 
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notice that the attitudes of both the groups were found to be almost negative or 
neutral. The statistically significant differences were found on first six statements. 
In the last, one can draw the conclusion that Iranian respondents are more 
positively influenced than their Indian counterparts with their negative approach. 
4.6. ADVERTISING AND MEDIA 
One of the most frequently repeated charges against advertising is the financial 
relationship that exists between the advertisers and mass media. On account of 
this relationship questions are raised frequently about the fi-eedom of the mass 
media from advertiser's control. Implication of this criticism is that mass media 
are at the mercy of their advertisers, who dictate editorial policy and force 
publishers not to place any story or article of which the advertiser disapproves. 
The common justification for the continuation of this relationship is that 
advertising revenue subsidizes the press and television, thereby enabling them to 
provide these things to the general public at a price below that which they cost to 
produce, and below the price that would be necessary in the absence of 
advertising. Without the income derived from selling space to advertisers, many 
newspapers and magazines would be unable to exist as few people would be 
prepared or indeed be able, to offered the higher price that newspaper and 
magazine owners would be forced to charge. Similarly, television, even 
government controlled one, would no longer be independent in its programmes as 
well as in its functioning, but would be forced to rely on subsidies from 
government and other institutions. 
Keeping the both positive and negative role of advertising on media and the 
various criticisms related to this aspect of advertising, five statements were 
prepared to measure what consumers feel about advertising in this regard. The 
first statement was phrased in positive direction, which says, "Advertising helps 
media to become self sufficient, autonomous and makes them free from 
undesirable political influence. Second statement is also positively worked with 
the intention that people offered to purchase newspapers and magazines which are 
available at a lows prices because of advertising .The third statement with its 
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positive connotation relates with electronic media which says that on account of 
advertising on TV the quality of TV programmes has improved substantially. 
Fourth statement is of general nature and has negative connotation, which seeks 
the opinion about the pervasiveness of advertising in today's world. Finally the 
last statement phrased in positive direction, which says big advertisers on account 
of their heavy spending capacity are able to control the mass media. In the 
following the attitudes on these five statements were measured with respect to the 
five groups of respondents fi-om India and Iran. Tables (5.1) to (5.5) show the 
results on this dimension of advertising. These finding vdll be analyzed and 
interpreted below. 
4.61. Attitudes of Indian Male Versus Indian Female: 
The results are compiled in table 5.1 
Table 5.1 Attitudes of Indian Male Versus Indian Female Towards 
Advertising and Media: 
Statement Mean Scores 
S.No. Male Female "t" Value 
1. Advertising helps media (newspapers, magazines, 
TV, etc.) to become self sufficient, autonomous and 
makes them free from undesirable political 
influence. 
2. On account of advertising the prices of newspapers 
and magazines are low and therefore, people can 
afford to purchase them. 
3. On account of advertising on TV, the quality of TV 
programmes has improved substantially. 
4. Today, advertising is too pervasive on all major 
media and one cannot escape from it. 
5. Big advertisers on account of their heavy spending 
capacity are able to control the mass media. 
3.24 3.22 0.09 
3.59 3.29 
3.57 3.50 
3.54 
2.35 
3.67 
2.40 
1.63 
0.35 
0.7 
0.29 
a = Significant at 1% Level 
b = Significant at 5% Level 
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Table (5.1) shows the attitudes of Indian respondents on the basis of gender. 
Firstly, one can draw the conclusion that both male and female Indian respondents 
hold similar attitudes on all the five statements. The low score of ""t" value reflects 
this finding. Secondly, on first four statements the respondents have shown 
positive attitudes. This indicates the positive role of advertising on media in term 
of self-sufficiency, low prices of print media, good quality programmes on TV 
and pervasiveness of advertising in today's world but in fourth statement Indian 
respondents believed that advertising is not "too" pervasive. Thirdly, both the 
groups do not feel that to a great extent big advertiser on account of their financial 
clout are able to control mass media. By and large, one may say that Indian 
respondents, irrespective of gender acknowledge the positive role of advertising 
on media except on the last statement with their negative approach. 
4^2. Attitudes of Iranian Male Versus Iranian Female: 
The results are compiled in table 5.2 
Table 5.2 Attitudes of Iranian Male Versus Iranian Female Towards 
Advertising and Media: 
S.No. 
Statement Mean Scores 
Male Female "t" Value 
1. Advertising helps media (newspapers, magazines, 
TV. etc.) to become self sufficient, autonomous and 235 2 44 0 52 
makes them free from undesirable political influence. 
2. On account of advertising the prices of newspapers 
and magazines are low and therefore, people can 2.86 2.76 0.53 
afford to purchase them. 
3. On account of advertising on TV, the qualit>' of TV 
programmes has improved substantially. 
4. Today, advertising is too pervasive on all major media 
and one cannot escape from it. 
5. Big advertisers on account of their heavy spending 
capacity are able to control the mass media. 
a -= Significant at 1% Level 
b = Significant at 5% Level 
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2.90 2.79 0.64 
2.63 2.71 0.41 
3.37 3.22 0.8 
In table (5.2) the researcher arranged the responses of Iranian respondents on the 
basis of gender. If we compare the results of this table with the results of table 
(5.1) we find some similarity as well as some dissimilarity. Similarity occurs 
when we find that on all the five statements no significant differences were found 
between the male and female Iranian respondents. Both the groups exhibited more 
or less same attitudes as all the five 't" values are very low. The differences in 't" 
values may be attributed on account of random variation or chance. The results are 
dissimilar when we notice that on the first four statements the aggregate attitudes 
of both groups were found to be neutral. This indicates that the Iranian 
respondents have almost negative attitudes towards these statements. However, in 
case of fifth statement the respondents have shown somewhat positive attitudes as 
compared to their Indian counterparts with their negative attitudes (see table 5.1). 
4.63. Attitudes of Indian Male Versus Iranian Male Respondents: 
The results are compiled in table 5.3 
Table (5.3) the attitudes are arranged in terms of Indian and Iranian male 
respondents. As expected we find perceptible differences in attitudes between 
these two groups on all the five statements. We can find the statistically 
significant differences in all the statements. As far as media autonomy, self 
reliance, prices of print media vehicles, quality of TV programmes and 
pervasiveness of advertising in mass media are concerned Indian male 
respondents have shown more positive attitudes as compared to Iranian male 
respondents. Corroborating our earlier findings in table (5.1) and (5.2), we find the 
positive attitudes of Iranian respondents vis-a-vis Indian respondents on the fifth 
statement. From this we may interpret that Iranian male respondents do feel that 
big advertisers control the mass media whereas Indian male respondents do not 
feel so. 
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Table 53 Attitudes of Indian Male Versus Iranian Male Towards Advertising 
and Media: 
Statement Mean Scores 
S.No. Indian Iranian "t** Value 
2. 
3. 
4. 
Advertising helps media (newspapers, magazines, 
TV, etc.) to become self sufficient, autonomous and 
makes them free from undesirable political 
influence. 
On account of advertising the prices of newspapers 
and magazines are low and therefore, people can 
afford to purchase them. 
On account of advertising on TV, the quality of TV 
programmes has improved substantially. 
Today, advertising is too pervasive on all major 
media and one cannot escape from it. 
Big advertisers on account of their heavy spending 
capacity are able to control the mass media. 
3.24 2.35 
3.59 2.86 
3.57 
3.54 
2.90 
2.63 
2.35 3.37 
5.83' 
4.74' 
4.53' 
6.46' 
6.81 
a = Significant at 1% Level 
b = Significant at 5% Level 
4.64. Attitudes of Indian Female Versus Iranian Female Respondents: 
The results are compiled in table 5.4 
Table (5.4) shows the results of Indian and Iranian female respondents attitudes on 
the five statements. Here also we find the statistically significant differences on all 
the five statements between Indian and Iranian female respondents. Once again we 
find that on the first four statements Indian female have shown more positive 
attitudes than their Iranian counterparts. On the fifth statements as expected the 
Iranian female respondents have shown more positivity than Indian counterparts. 
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Table 5.4 Attitudes of Indian Female Versus Iranian Female Towards 
Adveirtising and Media: 
Statement 
S.No 
Mean Scores 
Indian Iranian "t" Value 
Advertising helps media (newspapers, magazines, 
TV, etc.) to become self sufficient, autonomous 
and makes them free from undesirable political 
influence. 
On account of advertising the prices of newspapers 
and magazines are low and therefore, people can 
afford to purchase them. 
On account of advertising on TV, the quality of TV 
programmes has improved substantially. 
Today, advertising is too pervasive on all major 
media and one cannot escape from it. 
Big advertisers on account of their heavy spending 
capacity are able to control the mass media. 
3.22 2.44 
3.29 
3.50 
3.67 
2.40 
2.76 
2.79 
2.71 
3.22 
3.8' 
2.49' 
3.53' 
4.13' 
4.12' 
a = Significant at 1% Level, 
b = Significant at 5% Level 
4.65. Attitudes of Indian Respondents Versus Iranian Respondents: 
The results are compiled in table 5.5 
Final table in this category shows the aggregate attitudes of Indian and Iranian 
respondents. The results in this table (5.5) corroborate the findings of the earlier 
tables. On all five statements we observe statistically significant differences as 
evident from the 't" values. Once ^ain on the first four statements Indian have 
shown more positive attitudes and on the last statement Iranian have shown their 
positivity. From the five tables in this aspect of advertising it is clear that in 
aggregate terms Indian feel that on account of advertising media is independent, 
self sufficient, prices of print media vehicles are affordable and quality of TV 
programming improve and big advertisers may control mass media to certain 
extent. Exactly opposite situation we encounter with respect to Iranian 
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respondents whether they are male or female. From these results we may draw the 
conclusion that advertising role in the growth of mass media is more positive as 
considered by Indian respondents and less positive from the Iranian point of view. 
Indian believed that advertising is not too pervasive. The important advertising 
implications of the finding are that advertisers should, on a periodic basis, 
measure whether there is a surfeit of advertising in the mass media or not. If it is 
found, the advertising is considered to be excessive, and then effective steps need 
to be taken to curtailed it or should be carried out in a more creative manner. 
Table 5.5 Attitudes of Indian/ Iranian Towards Advertising and Media: 
Statement Mean Scores 
S.No. Indian Iranian "t" Value 
1. Advertising helps media (newspapers, magazines, 
TV, etc.) to become self sufficient, autonomous 
and makes them free from undesirable political 
influence. 
2. On account of advertising the prices of 
newspapers and magazines are low and therefore, 
people can afford to purchase them. 
3. On account of advertising on TV, the quality of 
TV programmes has improved substantially. 
4. Today, advertising is too pervasive on all major 
media and one cannot escape from it. 
5. Big advertisers on account of their heavy spending 
capacity are able to control the mass media. 
3.23 
3.49 
3.55 
3.59 
2.37 
2.38 6.97' 
2.83 
2.86 
2.66 
3.32 
5.3^ 
-7ca 5.75 
7.63' 
7.96 = 
a = Significant at 1% Level 
b = Significant at 5% Level 
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4.7. NATURE AND STATUS OF INDIAN AND IRANIAN ADVERTISING: 
Much of the controversy with respect to advertising stems from the ways 
companies use it as a selling tool and from its impact on society's tastes, values, 
and lifestyles. Specific techniques uses by advertisers are criticized as deceptive or 
untruthful, offensive or in bad taste, and exploitative of certain groups, such as 
children. One of the major complaints against advertising is that many 
advertisements are misleading or untruthful and deceive consumers. A number of 
studies have shown a general mistrust of advertising among consumers 
(O'Donohoe 1995). A study by Banwari Mittal (1994) found that consumers felt 
tKat less than one-quarter of TV commercials are honest and believable. Shavitt, 
Lx)wery, and Haefiier (1998) conducted a major national survey of over 1,000 
adult consumers in US to determine the general public's current attitudes and 
confidence in advertising. They found that Americans generally do not trust 
advertising, although they tend to feel more confidence in advertising claims when 
focused on their actual purchase decisions. 
Many people believe that advertising should be primarily informative in nature 
and should not be permitted to use puffery or embellished messages. Others argue 
that advertisers have the right to present the most favorable case for their products 
and services and should not be restricted to just objective, verifiable information 
(Hunt 1976), Another common criticism of advertising, particularly by consumers, 
is that advertisements are offensive, tasteless, irritating, boring, obnoxious and so 
on. In the recent study by Shavitt (1998) and her colleagues, about half of the 
respondents reported feeling offended by advertising at least sometimes. A 
number of other studies have found that consumers feel most advertising insults 
their intelligence and that many advertisements are in poor taste (Andrew 1989). 
A study of prime-time TV commercials found a strong product class effect with 
respect to the types of advertising consumers perceived as distasteful or irritating. 
The most irritating commercials were for feminine hygiene products: 
advertisements for women's undergarment and hemorrhoid products were close 
behind (Aaker and Bruzzone 1985). Another study found that consumers are more 
likely to dislike advertising for products they do not use and for brands they would 
not buy (Greyser 1973). Advertisements for personal products have become more 
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common on television and in print, and the public is more accepting of them 
(Alsop 1986). However, advertisers must still be careful of how these products are 
presented and the language and terminology used. There are still many rules, 
regulations and advertisers must deal with, to have their TV commercials 
approved by the networks. Another way advertising can offend consumers is by 
the type of appeal or the manner of presentation. For example, fear appeal 
advertisements, are criticized for attempting to create anxiety and using a tear of 
social rejection to sell these products. 
Keeping all these criticism in mind as well as the other qualitative aspects, the 
researcher prepared eight statements and placed them in the last facet i.e. nature 
and status of Indian and Iranian advertising. Statements nimiber 1, 2, 3 and 7 have 
negative coimotation and statements number 4, 5,6, and 8 have positive approach. 
The first statement concerned with the taste of advertising .In the second 
statement opinion was sought whether the advertisements to which people are 
exposed are interesting or not. The third statement related with the element of 
irritation. The fourth statement tries to find the attitudes whether advertisements 
are enjoyable or not. The fifth statement relates with the improvement in the 
quality of advertising in the recent years. Many people believe that advertising 
reflects the existing cultural and moral values of the society, so the sixth statement 
takes into account this finding. In the seventh statement people were asked to give 
their opinion whether advertisements of certain types of products should be 
banned or not. The last statement seeks the opinion whether Indian/Iranian 
advertising is at par with advertising done in other coimtries. The responses to 
these eight statements from the male and female Indian and Iranian respondents 
were arranged in tables (6.1) to (6.5), we would analyze these tables in the 
following: 
4.71. Attitudes of Indian Male Versus Indian Female: 
Table (6.1) shows the mean scores and "t" values of Indian male and female 
respondents. Pursuing this table we found that except statement number five all 
the remaining seven statements are statistically insignificant in differences. The 
statistically significant differences on fifth statement shows that female are more 
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positive in their attitudes that Indian males. The second finding that we may 
observe is both male and female consider that advertisements are of poor taste and 
are irritating. However, at the same time substantial numbers of people enjoy 
advertisements. As far as banning advertisements of certain types of products are 
concerned (statement 7) the opinion is divided, majority of respondents are 
disagreed and some are agreed. Finally, majority of respondents do not consider 
quality of Indian advertising is at par with advertising of other countries. 
Table 6.1 Attitudes of Indian Male Versus Indian Female Towards Nature 
and Status of Indian Advertising; 
Statement Mean Scores 
S.No Male Female "t" Value 
3. 
4. 
7. 
Majority of advertisements to which people are 
exposed to are of poor taste. 
Majority of advertisements to which people are 
exposed to are uninteresting in nature. 
Majority of advertisements to which people are 
exposed to are irritating in nature. 
People, generally enjoy reading or viewing the 
advertisements on Hie mass media. 
The quality of advertising in major media has 
been improved in the recent years because it is 
now prepared by professionals. 
Advertising is like a mirror. It reflects the 
existing cultural and moral values of the society. 
Advertisements for certain types of products 
should be banned on the mass media. 
The quality of Indian advertisements is at par 
with the quality of advertisements of any foreign 
country. 
2.66 
3.22 
2.66 
3.35 
3.39 
3.36 
3.19 
2.56 
2.88 
3.23 
2.53 
3.26 
3.89 
3.16 
3.04 
2.65 
1.18 
0.07 
0.71 
0.45 
2.68' 
1.08 
0.74 
0.45 
a = Significant at 1% Level 
b = Significant at 5% Level 
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4.72. Attitudes of Iranian Male Versus Iranian Female: 
When Iranian male and female respondents are compared on the eight statements 
towards nature and status of Iranian advertising in table (6.2) we have found one 
interesting finding. In these statements we cannot see any statistically significant 
differences. On statements number 1,6 and 7 both Iranian male and female 
respondents have shown positive attitudes but in other statements they have 
exhibited their negative approach. 
Table 6.2 Attitudes of Iranian Male Versus Iranian Female Towards Nature 
and Status of Iranian Advertising: 
Statement Mean Scores 
S.No Male Female "t" Value 
1. Majority of advertisements to which people are 
exposed to are of poor taste. 
2. Majority of advertisements to which people are 
exposed to are uninteresting in nature. 
3. Majority of advertisements to which people are 
exposed to are irritating in nature. 
4. People, generally enjoy reading or viewing the 
advertisements on the mass media. 
5. The quality of advertising in major media has 
been improved in the recent years because it is 
now prepared by professionals. 
6. Advertising is like a mirror. It reflects the 
existing cultural and moral values of the society. 
7. Advertisements for certain types of products 
should be banned on the mass media. 
8. The quality of Iranian advertisements is at par 
with the quality of advertisements of any foreign 
country'. 
3.57 
2.22 
2.68 
2.45 
2.79 
3.22 
3.36 
2.70 
3.53 
2.25 
2.41 
2.19 
2.62 
3.05 
3.46 
2.88 
0.18 
0.15 
1.29 
1.56 
0.95 
0.93 
0.53 
0.89 
a = Significant at 1% Level 
b - Significant at 5% Level 
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interesting and they enjoy more than Iranian respondents. As far as improvement 
in the quality of advertisements is concerned Indian as well as Iranian respondents 
have shown almost neutral attitudes towards this facet. With regard to other 
statements we did not find any significant differences. We can say that by and 
large Indian males have shown positive attitudes than Iranian male. 
4.74. Attitudes of Indian Female Versus Iranian Female Respondents: 
The results are compiled in table 6.4. 
Table (6.4) shows the mean scores and 't" values of Indian female and Iranian 
female respondents. Perusing this table, one can find the statistically significant 
differences on statements number I, 2, 4 and 5. On statement number one Indian 
respondents have shown their degree of neutrality as compared with Iranian 
respondents. On statements number 2, 4, and 5 Iranian respondents have exhibited 
their negative attitudes as compared to their Indian counterparts with their positive 
attitudes. As far as the interesting and uninteresting nature of advertisements are 
concerned the researcher has found that Iranian female consider advertisements as 
more uninteresting as compared to Indian female. Similarly higher percent of 
Iranian female do not consider that advertisements are of poor test whereas Indian 
female do consider so. In corroborating their attitudes the Iranian female do not 
enjoy reading or viewing the advertisements vis-a-vis their Indian counterparts. 
Another major important finding is that Indian female thinks that the quality of 
advertising has been improved in the recent years whereas Iranian female do not 
think so. This reflects that the advertising industries in Iran is not developed 
properly and the creativity in advertising seems to be less as compared to the 
creativity one may find in Indian advertisements. Both the groups of respondents 
do not consider their countries advertisements at par with the advertisements of 
foreign countries. 
Table 6.4 Attitudes of Indian Female Versus Iranian Female Towards Nature 
and Status of Indian/Iranian Advertising; 
Statement Mean Scores 
S.No Indian Iranian "t" Value 
1. Majority of advertisements to which people are 
exposed to are of poor taste. 
2. Majority of advertisements to which people are 
exposed to are uninteresting in nature. 
3. Majority of advertisements to which people are 
exposed to are irritating in nature. 
4. People, generally enjoy reading or viewing the 
advertisements on the mass media. 
5. The quality of advertising in major media has been 
improved in the recent years because it is now 
prepared by professionals. 
6. Advertising is like a mirror. It reflects the existing 
cultural and moral values of the society. 
7. Advertisements for certain types of products 
should be harmed on the mass media. 
8. The quality of Indian/Iranian advertisements is at 
par with the quality of advertisements of any 
foreign country. 
2.88 
3.23 
2.53 
3.26 
3.89 
3.16 
3.04 
3.53 
2.25 
2.41 
2.19 
2.62 
3.05 
3.46 
3.04' 
4.55' 
0.56 
5.08' 
6.43' 
0.47 
1.81 
2.65 2.88 0.92 
a = Significant at 1% Level 
b = Significant at 5% Level 
4.75. Attitudes of Indian Respondents Versus Iranian Respondents: 
The results are compiled in table 6.5 
In the last table (6.5), the researcher has found statistically significant differences 
on statements number 1, 2, 4, 5 and 7. One may find that the respondents of both 
the countries have exhibited almost positive attitudes on statements number 6 and 
7, and they have shown their negative attitudes on statements number 3 and 8. On 
other statements the respondents have not found to be unanimous. In most the 
19 
cases the Indian and Iranian respondents have shown their neutral attitudes 
towards these statements. 
Table 6.5 Attitudes of Indian /Iranian Towards Nature and Status of Indian/ 
Iranian Advertising: 
Statement Mean Scores 
S.No Indian Iranian "t" Value 
8. 
Majority of advertisements to which people are 
exposed to are of poor taste. 
Majority of advertisements to which people are 
exposed to are uninteresting in nature. 
Majority of advertisements to which people are 
exposed to are irritating in nature. 
People, generally enjoy reading or viewing the 
advertisements on the mass media. 
The quality of advertising in major media has been 
improved in the recent years because it is now 
prepared by professionals. 
Advertising is like a mirror. It reflects the existing 
cultural and moral values of the society. 
Advertisements for certain types of products should 
be banned on the mass media. 
The quality of Indian/Iranian advertisements is at 
par with the quality of advertisements of any 
foreign country. 
2.74 3.56 
3.23 2.25 
2.66 
3.32 
3.56 
3.30 
3.14 
2.59 
2.59 
2.37 
2.74 
3.17 
3.40 
2.76 
6.63 
8.04' 
0.51 
7.96' 
6.63' 
1.06 
1.27 
a = Significant at 1% Level 
b = Significant at 5% Level 
When Indian and Iranian respondents without gender were taking into 
consideration, one may find that Iranian people do not consider that "majority of 
advertisements are of poor test", they may believe that the advertisements are 
more uninteresting and irritating in nature. Showing their consistency Iranian 
respondents do not generally enjoy advertisements regularly. Iranian respondents 
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also do not consider the quality of advertisements has improved in the recent 
years. As far as the attitude towards the Indian advertising is concerned, the 
reaction was not uniform. Majority of them agreed that some amount of 
advertising was bad in test, and irritating. It is strange to note that despite the 
feeling stated above, most of the people enjoyed reading or viewing the 
advertisements. They thought that Indian advertisements are not equal in quality 
and creativity to any foreign advertisements. 
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CHAPTER- V 
DISCUSSION AND CONCLUSIONS 
5.1. INTRODUCTION: 
In the previous chapter i.e. analysis and interpretation, the researcher discussed the 
results obtained from the present study. The analysis has been carried out with 
reference to the six facets of advertising. The results were combined in relation to 
Indian an Iranian respondents. A comparison was made between the Indian and 
Iranian respondents in terms of aggregate attitudes as well as between the sexes 
for various statements on each facet of advertising. The attitudes were measured 
on a five points scale ranging from strongly agree to strongly disagree on each 
statement. Then the analysis was carried out to find out the differences among the 
different groups of respondents. At one particular time two groups of respondents 
were considered and the results of their attitude scores were analyzed by using 
"t"test statistics. The tables were analyzed an interpreted in terms of intensity and 
direction of attitudes of respondents for each statement on each facet of 
advertising. 
The present chapter tries to discuss the findings and draws conclusions on the 
results discussed in the previous chapter. Finally, the researcher will make an 
attempt to come out some recommendations, which may be helpful to the 
advertisers belong to India and Iran. 
5.2. DISCUSSION AND CONCLUSIONS: 
The main purpose of the present study was to find out the attitudes of people from 
two countries i.e. India and Iran on the different facets of advertising as it has 
been discussed in earlier chapters. As mentioned in chapter-II, advertising has 
been both praised and criticized by people belonging to different disciplines and 
professions, but it was not known whether consumers in general also hold the 
same similar attitudes compare with those who are considered to be experts in 
different field or the views expressed in the media about advertising. Keeping this 
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in mind questionnaire was developed (mentioned earlier) and administered to the 
people of India and Iran. The detail analysis on various facets of advertising has 
been carried out in chapter-IV. Here the researcher will discuss only the similarity 
or dissimilarity found in the attitudes of respondents belongs to India and Iran on 
the six facets of advertising and conclusions will be drawn. 
5.21.Advertising as a Business Tool: 
As far as the first facet of advertising i.e. advertising as business tool is concerned 
the attitudes of respondents range from positive to slightly negative on the seven 
dimensions given in the form of statement (See table 1.1 to 1.5). As far as the 
difference of opinion or attitude of Indian male and female respondents are 
concerned statistically significant difference was found in case of statement seven 
which relates with the role of larger companies. Here Indian male are more 
negative than Indian female. In case of Iranian male and female respondents no 
significant differences were found. By and large, these respondent's attitudes 
range from positive to slightly negative. This means some people do not consider 
advertising as an important business tool. Majority of Iranian people feel that 
there is no need for enacting stringent laws to regulate advertising. 
When the comparison was made between Indian and Iranian male respondents one 
may find statistically significant differences in attitudes on this dimension. Indian 
male, have shown more positive attitudes as compared to Iranian male. The 
possible reasons for this may be due to the low level of advertising in Iran than in 
India. People in India are more exposed to advertising than their counterparts in 
Iran. Similarly when comparison was made between Iranian female respondents 
the similar results was obtained. Indian female respondents have shown more 
positive attitudes as compared to their Iranian counterparts. In last category of the 
respondents the statistically significant differences were found on three 
statements. Significant differences were not found in other statement. The analysis 
has clearly demonstrated that Indian respondents irrespective of gender hold 
positive attitudes towards this dimension of advertising vis-a-vis Iranian 
respondents. Therefore, we may draw the following conclusion: 
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"Indian considers advertising as more important business tool as compared to 
Iranian people." 
5.22.Advertising and Information: 
Most of the discussions both by the critics and the protagonists of advertising are 
on its role as a provider of information (Norris 1984). It has been argued by many 
that information provided in advertisements, permits greater market place 
efficiencies i.e. more exact matching between consumer's needs and wants and 
producer's offerings. Keeping this fact in mind, five statements were prepared 
and the attitudes of respondents were measured (Table 2.1 to 2.5). Out of these 
five statements one may draw the conclusion that both Indian male and female 
respondents have shown positive attitudes on fourth statement which says that 
"advertising help people in learning about the different product characteristics and 
this enables them to choose the right brand with a right quality". There is 
statistically significant difference on statement number three. In their opinion it 
seems to be some reservation as far as misleading information given by the 
advertisements. Indian female are more critical than male in this regard. When we 
see the attitudes of Iranian male and female separately on advertising and 
information, we find that people have exhibited same attitudes mostly towards 
neutrality except providing the information on product characteristics. In this 
statement Iranian female showed more positive attitudes on this statement as 
compared to Iranian male. This may be due to the fact that traditionally in Iran 
female do the shopping for various household products; therefore, they may pay 
more attention to the advertisements that frequently appear in different mass 
media vehicles. This surmise is based on the fact that the researcher belongs to 
Iran and is familiar with Iranian culture and habits. When comparison was made 
between Indian male as well as Iranian male, both the groups have exhibited 
almost same attitudes. On two statements statistically significant differences were 
found in which Indian male showed more positive attitudes than Iranian male. In 
comparison between Indian and Iranian female respondents on this dimension, 
one statistically significant difference was found which states "advertising 
increases prices without providing useful information". Here Iranian female 
showed more agreement than Indian female. This may be due to (he fact that 
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Iranian advertisements may be less factual and do not provide pertinent product 
information than Indian advertisements. Again, when comparison was made 
between Indian and Iranian respondents without considering the gender. Indian 
and Iranian respondents were found to be almost neutral towards the role of 
advertising in providing the product information. Therefore, one may conclude 
that Iranian male and female have shown less positive attitudes towards this facet 
as compared to Indian. 
5.23. Advertising and Materialism: 
By parading an endless array of material goods in an enticing way, advertising is 
alleged to preoccupy consumers with commercial concerns, at the expense of 
social, political and cultural considerations. Consumers may or may not perceive 
this to be true and, if it is true, whether it is a good or bad focus of attention. 
Therefore, to encompass this dimension the researcher prepared six statements 
and analyzed them in chapter IV. One finds that the opinion on these six 
statements is less critical and does not match with the critics who allege that 
advertising promotes materialistic values. No statistically significant differences 
were found among Indian male and female respondents. In case of Iranian male 
and female respondents, we can find the statistically significant differences on 
statement number three. Here, Iranian male have shown more positive attitudes 
than Iranian female, which says, "advertisements create needs but do not fulfill 
them perfectly". In third category i.e. comparison between Indian and Iranian 
male, we can find the differences in most of the cases except statement number 
one. These differences may be due to the religious feelings. Iran being a Muslim 
country, spiritualism is more emphasized as compared to India, where people 
belonging to different religion live together. Though Hinduism is a predominant 
religion in India, it does not shun materialistic comfort. More or less similar 
results were obtained when we compare the opinion of Indian and Iranian female 
respondents. In last category one interesting finding is that Indian respondents 
irrespective of sex, perceive advertising leads to more materialism and also 
responsible for inflation, as compared to Iranian respondents. We have found the 
statistically significant differences on all the statements except for statement 
number one. What critics consider about the role of advertising in encouraging 
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materialism may not be same as that of a common man. People in general may 
consider more positively the advertising role in encouraging materialism than the 
critics. In the end, after analyzing this category one may say that Indian 
respondents to some extent consider advertising role in some aspects related to 
materialism whereas Iranian respondents are less concerned in this regard. 
5.24.Advertising Influence on Adult and Children: 
One of the often-repeated claims by social thinkers and others are that very few 
people are influenced by the advertising and advertising believability is low. 
Another criticism is that advertising in order to persuade people to purchase 
products and services and doing so sometimes it insults the intelligence of people. 
Many times advertising instead of appealing to the reasons tries to stir the 
emotions of consumers. Another criticism is that advertising spreads vulgarity and 
creates negative impact on children. Many times parents become helpless and 
have to yield to the demands of children who under the influence of advertising 
pressure their parents. Keeping all these criticism, the researcher wanted to 
measure the attitudes on this facet of advertising under the advertising influence 
on adults and children. The analysis was carried out in chapter IV. Here the 
researcher discusses and drawn some conclusions on this facet of advertising. As 
far as both Indian male and female respondents are concerned, they feel the 
harmfiil effects of advertising do play some role. Some respondents do not agree 
but substantial number of them think that advertising adversely affect the children 
as well as adults. No significant differences were found among the male and 
female respondents. This indicates that there is unanimity in attitudes. 
Interestingly, Iranian respondents are more critical of these aspects of advertising 
than Indians respondents. Iranian male respondents feel less strongly about the 
emotional approach used in advertisements than Iranian females. This may be due 
to the fact that male normally found to be less gullible as compared to fairer sex. 
Advertising negative impact on children and consequently its influence on parents 
was found to be high among Indian respondents. Interestingly, in aggregate terms 
Iranian respondents were found to be more influenced and believe the message 
given in the advertisements than Indian respondents. This may be due to fact that 
the amount of advertising carried out in Iran is comparatively less than amount of 
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advertising carried out in India. Indian companies started facing the intense 
competition among themselves from the late 1970's because of winds of 
liberalization. Indian advertising witness high level of growth in I970's, 1980's 
and 1990's and this has resulted in some amount of surfeit of advertising. This 
may not be the case with the Iranian advertising. The famous dictum "too much 
familiarity with something leads to contempt" may be true in case of Indian 
advertising. On last three categories, we can find the statistically significant 
differences in most the cases. However, the study has lead to the conclusion that 
advertising in India as well as in Iran, does negatively influence on children, 
which it makes the adults helpless in yielding to their demands. 
5.25. Advertising and Media: 
With the use of advertising as major marketing tool the mass media also 
flourished. Advertising in order to be effective or persuasive has to be used in 
some type of medium to make the message reach to the target population. Initially 
print media was used for carrying out advertising and later electronic media also 
increasingly being used to carry advertising messages to the target audience. 
Today, advertisers are using a plethora of media. One positive impact of 
advertising is that due to the revenues generated by placing advertising in different 
media, all the major types of media witnessed growth both in quantity and quality. 
The growth in mass media has been mainly due to the revenue they get from 
advertising. One manifestation is that the readers/viewers of media have to pay 
considerably less as media keep their prices within affordable limits. In a way, one 
can say that advertising has made media self-sufficient, autonomous and 
comparatively free from undesirable political influence. Keeping these aspects of 
advertising, the researcher attempted to measure the attitudes of people from India 
and Iran. Five statements covering this facet were analyzed in chapter-lV. In case 
of Indian male and female respondents one finds that the attitudes on this facet of 
advertising ranges from neutral to positive and no significant differences were 
found. In the last statement where the role of big advertisers in controlling on 
media is concerned both male and female respondents have shown negative 
attitudes. As far as Iranian male and female respondents are concerned both have 
exhibited negative attitudes. This is because, they may not have the knowledge of 
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advertising which plays in the growth of media or the governments in Iran-earlier 
by the monarchy and last by the clergy-may have more control on media than in 
India which under democratic rule for more than half century. When comparison 
was made between Indian and Iranian male respondents the differences in 
attitudes become more statistically significant on all the five statements of this 
facet of advertising. Similar is the case between Indian and Iranian females and 
Indian and Iranian respondents in general. The same conclusion one may draw is 
that Indian people realize the positive impact of advertising on media more than 
their Iranian counterparts. 
5.26. Nature and Status of Indian/Iranian Advertising: 
The last facet of advertising, studied in the present study, relates with the present 
status and nature of advertising. Under this facet eight statements were prepared 
as discussed in earlier chapters. This facet takes into account the poor taste 
displayed by advertisements, uninteresting/interesting nature of advertisements, 
amount of irritation generated, enjoying advertisements, quality of Indian and 
Iranian advertising, advertising and moral values of society, banning of 
advertising of certain products and the quality of Indian and Iranian 
advertisements at par with the advertising of other countries. However, to 
considerable extent, people from India irrespective of gender do agree on the poor 
taste, irritation, and uninteresting nature of advertising, but one can find that 
people fi-om Iran are not in agreement with their Indian counterparts. On the last 
three categories, statistically significant differences were found on different 
statements between Indian and Iranian respondents. This may be due to the fact 
that there are vast differences in the nature of advertising between India and Iran. 
Thus this is reflected in the attitudes of respondents fi-om these two countries. 
Advertisers should be more concerned about this facet of advertising as negative 
attitudes may not be desirable in the long run. Ultimately the aim of any 
advertising is to bring positive attitudinal change and thus induce people to 
purchase the advertised brand. If people think in terms of irritation, bad taste. 
uninteresting, and of poor quality so that they may not get influence by them. 
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5 J . SUMMERY OF RESULTS: 
The present section describes the summery of results on the following facets of 
advertising: 
1) Advertising as a business tool 
2) Advertising and information 
3) Advertising and materialism 
4) Advertising influences on adults and children 
5) Advertising and media 
6) Status of Indian and Iranian advertising. 
The summary of results follows the following pattern. 
1) Indian male versus Indian female respondents. 
2) Iranian male versus Iranian female respondents. 
3) Indian male versus Iranian male respondents 
4) Indian female versus Iranian female respondents. 
5) Indian respondents versus Iranian respondents. 
By perusing table (5.1) the researcher is able to come out with the following 
results; 
> Between Indian male and female respondents, statistically significant 
difference has found in case of statement number 7, which "says that large 
companies do not allow other smaller companies to grow or survive in the 
market". 
> No statistically significant differences were found on any statement 
between Iranian male and female respondents. 
^ Statistically significant differences were found between Indian and Iranian 
male respondents on two statements i.e., "advertising contributes very 
importantly to India's/Iran's industrial prosperity" and "I wish there were 
more advertising than there exists now". 
'r Between Indian and Iranian female respondents statistically significant 
differences were found on statement number 1, only. 
> Statistically significant differences were found on three statements i.e. I, 2 
and 4. 
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Table S.l.Attitudes Towards Advertising as Business Tool: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
3.97' 5.31' 6.34^ 1 Advertising contributes very importantly to 
India's/Iran's industrial prosperity 
2 The Indian/Iranian public would be better of 2 ^ 
without advertising 
3 Advertising is O.K. for new products but for 
established products it is a waste of 
consumer's money 
4 I wish there were more advertising than - „ a 2 47*' 
there exists now 
5 Advertising is the most powerful tool in the 
hands of business companies to sell their 
products 
6 There is no need for stringent laws by the 
government in regulating advertising. 
However, the advertisers should device code 
of conduct for themselves based on ethical 
norms 
7 Large companies do not allow other smaller ,a 
companies to grow or survive in the market 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.2) the researcher is able to come out with the following 
results: 
> Between Indian male and female respondents the only statistically 
significant differences came in case of statement number 3, which says 
that majority of advertisements today give false or misleading information. 
> Between Iranian male and female respondents we cannot find any 
statistically significant differences. We can easily conclude that in all the 
cases in this category one may find insignificant differences. 
y The statistically significant differences were found between Indian and 
Iranian male respondents on two statements i.e.. "Advertising merely 
increases the prices of the products which people have to pay without 
giving them any useful information.'" and "Advertising helps people in 
learning about the different product characteristics and this enables them to 
choose the right brand with right quality". 
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> Between Indian and Iranian female respondents statistically significant 
difference were found on statement number 1 only. 
> Statistically significant differences were found on three statements i.e. 1, 3 
and 4. 
Table 5.2.Attitudes Towards Advertising and Information: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
b 
Advertising merely increases the prices 
of the products which people have to pay 7 0?'' 3 07^ 378^ 
without giving them any useful 
information. 
Advertising does not inform the public 
and is not worth its cost 
Majority of advertisements today give 7 lo •> 7 iq 
false or misleading information. 
Advertising helps people in learning 
about the different product characteristics 10^^ 17^ 
and this enables them to choose the right 
brand with right quality. 
Often advertisements give incomplete 
information, half-truths, and are 
deceptive in nature. 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.3) the researcher is able to come out with the following 
results: 
> Between Indian male and female respondents, the differences were not 
found to be statistically significant in all the statements. 
^ There is a statistically significant difference in statement number 3, which 
says "for ttw) many people advertisements create needs but do not fulfill 
them perfectly" 
i^  Statistically significant differences were found between Indian and Iranian 
male respondents on statements number 2, 3, 4, 5 and 6. 
'f Between Indian and Iranian female respondents statistically significant 
differences were found on statements 3, 4, 5 and 6. 
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> Statistically significant differences were found among five statements i.e., 
2, 3,4, 5 and 6. 
Table 53.Attitudes Towards Advertising and Materialism: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
1 Advertising persuades people to buy products 
and services that they should not buy. 
2 Advertising encourages people to work hard so 
that they can afford to purchase more and more 
goods and thus enjoy the life. 
3 For too many people advertisements create 
needs but do not ftilfill them perfectly. 
4 Advertising creates desires and wants among 
those who are exposed to it. 
5 Advertising encourages gross materialism 
6 Advertising is one of the major causes of 
inflation in the world in general and India/Iran 
in particular. 
3.64' 3.48' 
2.49" 9.21* 3.86" 7.36* 
7.38" 5.11* 9.12* 
10.44* 3.80* 8.05* 
9.27* 7.10* 10.37^ 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.4) the researcher is able to come out with the following 
results: 
> No statistically significant differences were found between Indian male 
and female respondents. 
> Between Iranian male and female respondents, we cannot find any 
statistically significant differences. We can easily conclude that in all the 
cases in this category one may find insignificant differences. 
> Statistically significant differences were found between Indian and Iranian 
male respondents on statements number 1, 2. 3,4, 5 and 6. 
> Between Indian and Iranian female respondents statistically significant 
differences were found on statements number 2,3,5 and 6. 
> Statistically significant differences were found on the first six statements 
i.e. I, 2, 3,4. 5 and 6. 
1 ^ • * • 
5.4.Attitudes Towards Advertising Influences on Adults and Children: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
l.V 4.95'' 8.82' 
People do read/see/hear the advertisements, 1 SQ * 4 07' 
but generally they do not influence them. 
Generally, there is a tendency on the part of 
the people not to believe what is said in most 3.21 ^ 4.48 * 5.17' 
of the advertisements. 
In general, advertisements are basically 
created to persuade people to purchase 
goods and services but it also insults their 
intelligence in a subtle way. 
Today, advertising does not appeal to reason 
but to emotions and tries to sell the products 6 49 ^ ^ 9^' 
and services to the consumers by exploiting 
them emotionally. 
On moral grounds advertisements are 
harmfiil. They breed vulgarity, hypothesize 5.39 ^ 3.34 ^ 6.31' 
the imagination and the will of the people. 
Advertising creates negative impact on the 5 9 S ^ 9 4 ^ ' ' s f t O ^ 
minds of the children. 
Today, advertising has invaded on the 
judgment of and influences them in such a 
way that the parents are helpless in yielding 
to their demands. 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.5) the researcher is able to come out with the following 
results: 
> Between Indian male and female respondents no statistically significant 
differences were found on any statement 
> No statistically significant differences were found on any statement 
between Iranian male and female respondents. 
> Statistically significant differences were foimd between Indian and Iranian 
male respondents on all the statements, 
> Between Indian and Iranian female respondents statistically significant 
differences were found on statements 1,2,3.4 and 5. 
> Between Indian and Iranian respondents the statistically significant 
ditTerences were found on all the statements. 
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5.5. Attitudes Towards Advertising and Media: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
5.83" 3.8" 6.97' 
1 Advertising helps media (newspapers, 
magazines, TV, etc.) to become self 
sufficient, autonomous and makes them free 
from undesirable political influence. 
2 On account of advertising die prices of 
newspapers and nu^azines are low and 4 74^ 7 4Q'* S3^ 
therefore, people can afford to purchase 
them. 
3 On account of advertising on TV the quality 
of TV programmes has improved 4.53 * 3.53 ^ 5.75' 
substantially. 
4 Today, the advertising is too pervasive on all fi 46 ^  4 n * i f^'\' 
major media and one cannot escape from it. 
5 Big advertisers on account of their heavy 
spending capacity are able to control the 6.81 * 4.12 * 7.96' 
mass media. 
a= Significant at 1% Level 
b = Significant at 5% Level 
By perusing table (5.6) the researcher is able to come out with the following 
results: 
> Between Indian male and female respondents the only statistically 
significant difference came in case of statement number 5, which state, 
"The quality of advertising in major media has been improved in the recent 
years because it is now prepared by professionals". 
> No statistically significant differences were found on any statements 
between Iranian male and female respondents. 
> Statistically significant differences were found between Indian and Iranian 
male respondents on four statements i.e. 1,2,4, and 5. 
> Between Indian and Iranian female respondents statistically significant 
differences were found on statements 1,2. 4 and 5. 
> Statistically significant differences were found on five statements i.e. !, 2, 
4, 5 and 7. 
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Table 5.6.Nature and Status of Indian and Iranian Advertising: 
Statement "t" Value 
(1) (2) (3) (4) (5) 
5.98" 3.04" 6.63 1 Majority of advertisements to which people are exposed to are of poor taste. 
2 Majority of advertisements to which 
people are exposed to are uninteresting 6.83 " 4.55" 8.04' 
in nature. 
3 Majority of advertisements to which 
people are exposed to are irritating in 
nature. 
4 People, generally enjoy reading or 
viewing the advertisements on the mass 6.15' 5.08" 7.96' 
media. 
5 The quality of advertising in major 
media has been improved in the recent ^^ob -joia ^^-,a ..^^ 
, ., . J . z.oo J.oz 0.43 o.oJ 
years because it is now prepared by 
professionals. 
6 Advertising is like a mirror. It reflects 
the existing cultural and moral values 
of the society. 
7 Advertisements for certain types of 
products should be banned on the mass 2 ^ 
media. 
8 The quality of Indian/Iranian 
advertisements is at par with the quality 
of advertisements of any foreign 
country a= Significant at 1% Level 
b = Significant at 5% Level 
5.4. DIRECTIONS FOR FUTURE RESEARCH: 
Present study is a modest attempt to measure attitudes of people belonging to 
India and Iran on various facets of advertising. In this study the sample was drawn 
from two cities of India and Iran. In future this type of study may be carried out in 
more depth. There is a further scope in carrying out this type of study in the 
following manner. 
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(a) Within the Country 
1. Attitudes towards various facets of advertising may be measured taking into 
account the geographic diflferences in both countries. 
2. Attitudes towards various facets of advertising may be measured among 
different professional groups in both countries. 
3. Attitudes towards various facets of advertising may be measured among 
different income groups in both countries. 
(b) Between the Countries 
1. Attitudes towards various facets of advertising may be measured taking into 
account the geographic differences among different countries. 
2. Attitudes towards various facets of advertising may be measured taking into 
account professional groups among different countries. 
3. Attitudes towards various facets of advertising may be measured among 
different income groups among different countries. 
5.5. CONCLUDING REMARKS: 
The criticisms of advertising by the intellectuals (economists, social thinkers, 
historians, and policy makers) published in scholarly journals and as well as in the 
in mass media may be responsible to certain extent the prevailing attitudes of 
general consumers towards its various facets in the present situation. The present 
study might have reflected these both for the Indian and Iranian respondents. 
Carrying this type of study will enable the industry to measure the pulse of the 
general consumers from time to time. Knowledge of these in different segments of 
society will help the industry and advertising agencies in the development of 
creative strategy and media planning for targeting sjjecific groups. At the same 
time, the practice of advertising should be improved and its credibility has to be 
enhanced among its recipients. 
Finally, this research has tried to demonstrate that there are some people who 
always think the positive consequence of advertising and at the same time there 
may be others who think negatively the consequences of advertising whatever the 
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industry and agencies do to improve its credibility. Therefore, the long-term goal 
of the industry should be to improve its performance over time. 
One of the oldest marketing dictums is that "the customer is always right". Efforts 
are required to make changes in not only practice but to change public perception 
to the extent that the customers are right about advertising's role in encouraging 
materialism, erosion of values, promoting false and misleading advertisements, 
depicting women as sex objects and in stereotypical roles and finally influencing 
the tender minds of children. 
Future studies may take this into their research objectives and should measure the 
perception and attitudes of various groups of consumers on these aspects of 
advertising. 
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Appendix A: Questionnaire in English 
Dear Sir/Madam, 
I am conducting a survey for my PhD work to know the opinion, attitude and perception of people on 
the various aspects of advertising therefore I have prepared a number of statements pertaining to 
advertising. You are requested to go through all the statements, and indicate your degree of agreement 
or disagreement on each statement on a 5-point scale ranging from strongly agree to strongly disagree. 
The five categories are: 
1.Strongly agree (SA), 2.Agree (A), S.Neither agree nor disagree (NAND), 4.Disagree (DA) and 
S.Stronly disagree (SDA). 
Your cooperation in this regard is highly appreciated which would help me in completing my PhD. 
(FARZANEH YARAHMADI) 
Research Scholar 
Faculty of Management Studies and Research 
A.M.U.Aligarh 
The five categories are 1. Strongly agree (SA) 2. Agree (A) Neither agree nor disagree (NAND, 4. 
Disagree (DA) and 5. Strongly disagree (SDA). 
S.No. Statement SA) AI (NAD (PA) SDA) 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
Advertising contributes very 
importantly to India's/Iran's industrial 
prosperity. 
The Indian/Iranian public would be 
better of without advertising 
Advertising is O.K. for new products 
but for established products it is a 
waste of consumer's money. 
I wish there were more advertising 
than there exists now. 
Advertising is the most powerful tool 
in the hands of business companies to 
sell their products. 
There is no need for stringent laws by 
the Government in regulating 
advertising. However, the advertisers 
should device code of conduct for 
themselves based on ethical norms. 
Large companies do not allow other 
smaller companies to grow or survive 
in the market. 
Advertising merely increases the prices 
of the products, which people have to 
pay without giving them any useful 
information. 
Advertising does not inform the public 
and is not worth its cost. 
Majority of advertisements today give 
false or misleading information. 
Advertising helps people in learning 
about the different product 
characteristics and this enables them to 
choose the right brand with right brand 
with the right quality. 
Often advertisements give incomplete 
information, half-truths, and are 
deceptive in nature. 
Advertising persuades people to buy 
products and services that they should 
not buy. 
Advertising encourages people to work 
hard so that they can afford to 
purchase more and more goods and 
thus enjoy the life. 
For too many people advertisements 
create needs but do not fulfill them 
perfectly. 
The five categories are I. Strongly agree (SA) 2. Agree (A) Neither agree nor disagree (NAND, 4. 
Disagree (DA) and 5. Strongly disagree (SDA). 
S.No. Statement SA) AL NAD ML SDA) 
Advertising creates desires and wants 
among those who are exposed to it. 
Advertising encourages gross 
materialism. 
Advertising is one of the major causes 
of inflation in the world in general and 
India/Iran in particular. 
People do read/see/hear the 
advertisements, but generally they do 
not get influenced by them. 
Generally, there is a tendency on the 
part of the people not to believe what 
is said in most of the advertisements. 
In general, advertisements are 
basically created to persuade people to 
purchase goods and services but it also 
insults their intelligence in a subtle 
way. 
Today, advertising does not appeal to 
reason but to emotions and tries to sell 
the products and services to the 
consumers by exploiting them 
emotionally. 
On moral grounds advertisements are 
harmful. They breed vulgarity, 
hypothesize the imagination and the 
will of the people. 
Advertising creates negative impact on 
the minds of the children. 
Today, advertising has invaded on the 
judgment of children and influences 
them in such a way that their parents 
are helpless in yielding to their 
demands. 
Advertising helps media (newspapers, 
magazines, TV etc.) to become self 
sufficient, autonomous and makes 
them free from undesirable political 
influence. 
On account of advertising the prices of 
newspapers and magazines are low and 
therefore, people can afford to 
purchase them. 
On account of advertising on TV, the 
quality of TV programmes has 
improved substantially. 
Today, advertising is too pervasive on 
all major media and one cannot escape 
from it. 
The five categories are 1. Strongly agree (SA) 2. Agree 
Disagree (DA) and 5. Strongly disagree (SDA). 
A), 3. Neither agree nor disagree (NAND) 4. 
S.No. Statement SA) AI NAD DA) SDA) 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
37. 
38. 
Big advertisers on account of their heavy 
spending capacity are able to control the 
mass media. 
Majority of advertisements to which people 
are exposed to are of poor taste. 
Majority of advertisements to which people 
are exposed to are uninteresting in nature. 
Majority of advertising to which people are 
exposed to are irritating in nature 
People; generally enjoy reading or viewing 
the advertisements on the mass media. 
The quality of advertising in major media 
has been improved in the recent years 
because it is now prepared by professionals. 
Advertising is like a mirror. It reflects the 
existing cultural and moral values of the 
society. 
Advertisements for certain types of products 
should be banned on the mass media. 
The quality of Indian/Iranian advertisements 
is at per with the quality of advertisements of 
any foreign country 
Part II: 
Please give the following personal information, which are need in analyzing the date. 
1.Gender Male ( ) 
2. Age 
S.Occupation 
i. Businessman 
iii. Housewife 
( ) 
( ) 
( ) 
If any other please specify 
4.Income per month 
Female ( ) 
ii. Student ( ) 
iv. Service ( ) 
Appendix B: Questionnaire in Hindi 
-% fctqiim ^ R T ^ ' ^ f^^R, Tm irqrf^ W^HT ^ ^ T ^ "f, ' "^ f ^^ r^ ^Ff^^^^ " ^ "^r^^ 
W ^ "4t^ "M fT^ "TR f ^ "^ T^ (TWJ^^) ^ 3T ?^rR "5r^ ?^  "^^ I ? ^ t I 
(SA) (A) (NAND) (DA) (SDA) 
5. • ^ ^R? W ^ t^ (TJiHO^OTTO) 
^ 0 T«TH (SA) 
(T^OTTO) 
(A) NAND) DA) (SDA) 
(TTH.tt.TI.) 
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Appendix D: Sample Sheet of "t" Test Calculation 
ADVERTISING AS A BUSINESS TOOL 
1 2 
t-Test: Two-Sample Assuming Equal Variances t-Test: Two-Sample Assuming Equal Variances 
Mean 
Variance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
Df 
tStat 
P(T<=t) one-tail 
t Critical one-tail 
P(T<=t) two-tail 
t Critical two-tail 
Variable 1 
4.065 
Variable 2 
3.285 
1.166608 1.8630905 
200 
1.514849 
0 
398 
6.337382 
3.17E-10 
2.335755 
6.34E-10 
2.58824 
200 
Mean 
Variance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
df 
tStat 
P(T<=t) one-tail 
t Critical one-tail 
P(T<=t) two-tail 
t Critical two-tail 
Variable 1 Variable 2 
3.195 
1.655251 
200 
1.557261 
0 
398 
2.003361 
0.022908 
2.335755 
0.045816 
2.58824 
2.945 
1.459271 
200 
t-Test: Two-Sample Assuming Equal Variances t-Test: Two-Sample Assuming Equal Variances 
Mean 
Variance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
Df 
tStat 
P(T<=t) one-tail 
t Critical one-tail 
P(T<=t) two-tail 
t Critical two-tail 
Variable 1 
2.855 
Variable 2 
2.675 
1.541683 1.4365578 
200 
1.489121 
0 
398 
1.475053 
0.070494 
2.335755 
0.140989 
2.58824 
200 
Mean 
Variance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
df 
tStat 
P(T<=t) one-tail 
t Critical one-tail 
P(T<=t) two-tail 
t Critical two-tail 
Variable 1 Variable 2 
3.15 
1.535176 
200 
1.422852 
0 
398 
2.473103 
0.006906 
2.335755 
0.013811 
2.58824 
2.855 
1,310528 
200 
t-Test: Two-Sample Assuming Equal Variances t-Test: Two-Sample Assuming Equal Variances 
Mean 
Variance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
Df 
tStat 
P{T<=t) one-tail 
t Critical one-tail 
P(T<=t) two-tail 
t Critical two-tail 
Variable 1 
3.765 
Variable 2 
3.54 
1.788719 1.4556784 
200 
1.622198 
0 
398 
1.766569 
0.039033 
2.335755 
0.078067 
2.58824 
200 
Mean 
Variance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
df 
tStat 
P(T<=t) one-tail 
t Critical one-tail 
P(T<=t) two-tail 
t Critical two-tail 
Variable 1 
3.4 
1.728643 
200 
1.791143 
0 
398 
-1.30759 
0.095883 
2.335755 
0191766 
2.58824 
Variable 2 
3.575 
1.853643 
200 
t-Test: Two-Sample Assuming Equal Variances 
Mean 
Variance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
df 
tStat 
P(T<=t) one-tail 
t Critical one-tail 
P(T<=t) two-tail 
t Critical two-tail 
Variable 1 Variable 2 
2.23 2.115 
1.474472 1.0671106 
200 200 
1.270791 
0 
398 
1.020142 
0.15414 
2.335755 
0.308281 
2.58824 
